When a woman shops 
for beauty creams 

and lotions — 

it’s something more than 
just an ounce or two 

of precious stuff 

within a jar or bottle 
that she’s buying. 

The fact is, you see, 


She has a picture 

in her mind, 

romantic and exciting. 
inspired by something 
she has seen or read 

in her favorite magazine, 
and while she shops 

she sees that picture 
emerge from dream to life. 


McCall’s editors 
know how to implant 
these mental pictures 
that so compellingly 
influence women 

in 3,600,000 homes to go 
on buying expeditions. 


McCall's Magazine, Adv. Dept. 
444 Madison Ave., New York 22 
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Meet 


“Pipeline 


JULY 


INTERCEPTED LETTERS 


DAVID LILIENTHAL 
Atomic Commission 
Washington, D. C. 


Dear Dave: 


ens say anybody who can 

keep a baseball box score 
can understand atomnic en- 
ergy. How many people, 
though, can keep a box score? 


PIPELINE PETE. 


Really it’s too bad we can’t draw a picture 
of “Pipeline Pete”. We doubt however, that 
it’s necessary. “Pipeline” is famous in Detroit 


and Michigan for how little and what he says, 


1s 


rather than how he looks. Probably a million 


people read his bit on the editorial page of The Free Press 


every day. His laconicisms are rivals of the Good Book’s short- 


est verse. His stock in trade is an enviable ability to devastate 


some “stuffed shirt” with a sentence. He can neatly impale a 


national issue on a ten word phrase. “Pipeline Pete”’ is neither 


wordy, prolix, diffuse or redundant. He does it with letters... 


letters to people and the samples herewith are typical Pipeline 


1947 


Peteish. He is one especial and particular rea- 
son (among others) why The Detroit Free Press 
is well read, well liked and well quoted by so 
many people in the Detroit market. All of 
which is most helpful to advertising (of which 


we can now take more). 


a 


Che Detroit Free Press 


JOHN S. KNIGHT, PUBLISHER 
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MILWAUKEE marxkeroprics 


"THE MILWAUKEE JOURNAL composite in- 
dex of business conditions in Milwaukee county 
was 220 in April as compared to 207 in April, 
1946. This index includes retail sales, employ- 
ment, pay rolls, bank debits and construction 
awards, with 1935-’39 averages as 100. 


Sales Management magazine’s monthly index, “High 
Spot Cities,” estimated Milwaukee retail activities in 
June at 267.7, based on June, 1939, as 100. This is 25 
to 60 points above the index of all but one of the na- 
tion’s sixteen largest cities. 


Reports of the Department of Commerce and 
the Federal Reserve Bank also show that Mil- 
waukee retail gains—1946 over 1939—are far 
above the national average. Total retail sales, 
U. S. up 130%, Milwaukee 172%. Depart- 
ment store sales, U. S. up 135%, Milwaukee 
182%. Bank debits, U. S. up 142%, Milwau- 
kee 173%. 


Government surveys of the labor force indicate 357,000 
now employed in Milwaukee county as compared to 
263,000 in 1939. Factories in the county employed 
152,100 production workers in April, 1947, as com- 
pared to 145,000 in April, 1946, and 94,100 in 1939. 


The pay roll for factory production workers 
in the county averaged $8,106,000 weekly in 
April, an increase of 21.5% over April, 1946, 
and more than three times the 1939 average. 
The weekly wage was $53.15 in April, 1947, 
$46.25 in April, 1946, and $27.32 in April, 1939. 


Milwaukee department store sales increased 13% in 
the four weeks ending June 8, compared to the same 
period a year ago, according to weekly reports of the 
Federal Reserve bank. The weekly index varied from 


277 to 330, based on the 1935-’39 average as 100. 


Saty filth Ye om —e et Invit 
Mrs. Lows Quimed Not Quitting Post Russia 


THE MILWAUKEE JOURNAL 


y, bene 19,1947 


Debits to individual accounts in Milwaukee 
banks in April totaled $1,214,923,000, a gain of 
32% over April, 1946. The total of nearly 
five billion dollars for the first four months 
of 1947 was 20% over a year ago. 


Reports of the Bureau of Agricultural Economics indi- 
cate Wisconsin farm income of $1,012,167,000 in 1946 
—more than three times the 1939 total, and the fifth 
largest of all states. The Wisconsin farm price index 
was 275 in April, 1947, 280 in March, 215 in April, 
1946. The five-year average for April is 174. 


Effective buying income per family in Milwau- 
kee county in 1946 was $5,314—the third high- 
est among the twenty largest counties in the 
U.S., according to Sales Management’s Survey 
of Buying Power. The total for the county was 
$1,315,427,000, or 150% over 1939. 


Retail store purchases per family averaged $3,410 in 
Milwaukee county in 1946, compared to the U, S. aver- 
age of $2,500, according to the Sales Management 1947 
Survey. The Milwaukee figure is based on total retail 
sales of $796,508,000 divided by the number of occu- 
pied dwelling units (233,531) as of January, 1947. 


National grocery product advertisers used 
more space in The Milwaukee Journal in 1946 
than in any other newspaper in America. A 
separate food section of 14 to 18 pages on 
Thursdays is a “who’s who” of national gro- 
cery advertisers, and carries 13 active retail 
food accounts. 


Average net paid circulation of The Milwaukee Journal 
in May was 309,805 daily and 368,579 Sunday. City 
Zone was 227,498 daily and 201,610 Sunday, covering 
97% of all homes daily and 92% Sunday. No other 
single medium can take your advertising into half as 
many homes in Milwaukee and its suburbs. 
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130th 


U.S. CITY IN 
POPULATION 


\ (SECOND CITY IN IOWA) 
“ 


IN PER CAPITA BUYING INCOME 
IN PER FAMILY BUYING INCOME 


IN WHOLESALE SALES---Outranking 
87 Larger U. S. Cities 


IN MERCHANDISE SALES 


IN DRUG SALES 


(All facts from Sales Managements 
1947 Survey of Buying Power. 
Further reproduction not licensed.) 


WHY DOES SIOUX CITY, IOWA, OUTRANK SO MANY CITIES 
OF MUCH LARGER SIZE IN SO MANY IMPORTANT ASPECTS? 
Why, for instance, does Sioux City outrank Rochester, N. Y. and Oak- 
land, California—cities four times as large—in wholesale sales? Or Des 
Moines, lowa; Spokane, Washington; San Antonio, Texas; Toledo, Ohio. 


WHY? 


THE ANSWER IS SIMPLE. 


The present population of Sioux City 


(Corporate limits) is approximately 87,000. However, as is true of few 
other cities in the United States, its population gives no accurate clue 
as to iis business activity. Sioux City is the capital of a great farming 
community that extends into four states and is isolated from all other 
metropolitan centers. IT IS THE PRIMARY RETAIL AND WHOLE- 
SALE BUSINESS CENTER OF A COMMUNITY (Twelve counties near- 
est Sioux City) OF 271,560. Its fifty-five county A.B.C. Retail Trad- 
ing Zone has a population of 750,059. 


AS A SALES POTENTIAL—a business center, SIOUX CITY IS 
NOT SMALL. Advertising in its newspapers means an extension of 
influence and profits into a major U.S. market. 


Che Sioux City Sournal 
JOURNAL-TRIBUNE 
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to bring in the business -- 
ves. 
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er Si % # as We 
? ™ 4 % ve © 4 > 4 . . 
da new;[iving‘room set, a new car, a new radio . . . to get her friends to 


j/ 


to convince her family they nee 


buy the dress she’s buying, the lipstick she’s wearing ...to sell her mother on travel by plane, 
her brother on toiletries for men, her father’on a vacation away from home. For Teena the high 
school girl has buying power and influence — a combination that means big business to manufac- 


turers and retailers. Manufacturers who are selling Teena on their products for now and the future 


: , fe de , 
know this. Merchants who are selling teens on/their store for now and the future know it too. So does — 


.. Nn seventeen magazine 


Leading National Advertisers’ 1946 Report proves that advertisers from coast to coast are selling Teena in the magazine 
she reads and believes. More than 65% of the money spent on advertising in youth magazines is invested in SEVENTEEN 
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25 salesmen sell your product 


es get more than you bargain for when you buy 
a participation on “Hi Neighbor”—KMOX’s half- 
hour high-jinks. broadcast Monday through Satur- 
day afternoons. 

You pay for 60 seconds. But you get a batch of 
product-pushing “extras”... 

Instead of sandwiching your live or recorded 
commercial between entertainment fare. your mes- 
sage is made a part of the performance...is woven 
into the script by the KMOX Program Department 
... becomes as listenable — as listened to—as every 
other minute of the show. 

\nd when “Hi Neighbor” goes on the air. twenty- 
five salesmen deliver your sales message ! 

KMOX’s Musical Director Seth Greiner and his 
20-piece orchestra introduce your announcement 
with clever sound effects and special entrance music. 
After this fanfare. your story is handled skillfully 
and persuasively by Russ Brown —baritone star of 


many coast-to-coast CBS programs. with a talent for 


talk which has made him one of Mid-America’s most 
popular emcees. Often, his selling is made still 
stronger by product endorsement from “Hi Neigh- 
hors” guesting celebrities — radio. stage and screen 
stars who are appearing in St. Louis. 

To have your product sold by twenty-five experts 
in a billion-dollar market. call us or Radio Sales. 
And say “Hi Neighbor” to our neighbors and your 
customers... with the new “Voice of St. Louis.” Now 
broadcasting with a new 50,000-watt transmitter. 
KMOX’s new half-millivolt line embraces 25° more 


radio homes in a 39% larger area. 


"The CBS Program Analyzer Studies. conducted over a period of 
vears. have revealed that those types of commercials which either 
lend themselves most easily to integration or provide additional 


entertainment elements are received most favorably by listeners. 


MM Ox the Voice of St. Lovis 


Represented by RADIO SALES, THE SPOT BROADCASTING DIVISION OF CBS 
NEW YORK - CHICAGO - LOS ANGELES - DETROIT - SAN FRANCISCO - ATLANTA 


“HEY, WHAT'S HAPPENING?” . . . Well, possibly it's Jane 
Russell. But more probably it's simply the new Television set 
which Gray & Rogers, Philly agency, installed in the lobby. It 
keeps the heel-coolers happy though waiting. Note contented 
characters at the right. Peanuts by courtesy of the agency. 


BUSINESS AS USUAL 


Were you toying with the idea of installing a floor 
show in the front lobby—to keep waiting visitors happy ? 
It’s not necessary. Do you find that your greatest com- 
petition during the World Series is the Dodgers? ‘They 
needn’t be. Gray and Rogers, Philadelphia agency, licked 
both problems and took on another. Since they installed 
a television set in their lobby visitors refuse to come into 
anyone’s office. They prefer to stay right where they are, 
in a cool leather chair, with an ashtray at arm’s reach, 
and take in the television show. 


Seriously though, Gray and Rogers, like a lot of other 
people, had long deplored the necessity for keeping good 
customers cooling heels in the outer spheres. But it’s a 
granted fact that you can’t see six people at once and 
five of them are in line for a wait. 


Then someone in the agency (there’s a man who'll one 
day be Chairman of the Board!) solved the problem by 
the simple expedient of installing a television set right 
there in the lobby. Not just one problem but two were 
solved. ‘The agency says that, aside from keeping their 
friends reasonably happy while they must wait, it gives 
them a chance to observe the operation of the new 
medium. 


Not only that—there have been a deal fewer Deaths- 
Among-Office-Boys’-Grandmothers on baseball days. In 
other words, the idea’s paying off all along the line! 


PHILADELPHIA STORY—REVISED 

As The New Yorker says, “Vhere’ll always be an 
Advertising Man.”’ And whether he’s Genus Kansas City 
or New York City, he’s an Advertising Man to his finger 
tips; on his day off he’s inclined to give a bigger and 
warmer hot foot, work harder and longer to have a dull 
time and dream up more stupendous publicity schemes. 
So it goes—even in Philadelphia, where you might expect 
advertising men to be a bit more conservative. 


Few days ago some 150 advertising men, agency men 
and publishers’ representatives foregathered at the Merion 
Golf Club to take part in the annual outing of the 
Eastern Industrial Advertisers, Philadelphia Chapter ot 
N.1.A.A. The usual happened. Three wives went home 
to Mother, two cases of Ptomaine and one case of 
Strangulation (a hot dog went down the wrong way) 
and one banged finger reported to First Aid. And, 
naturally the boys had to write something. Everyone 
who attended got a copy of the Outing Extra, Breadline. 
This was Yellow Journalism printed on pink paper, and 
articles ran the gamut from a naughty intimation that 
the Bellevue’s cocktails weren’t up to sniff (‘“Belly-Vue 
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SMILE & MEACTORY’S CENSUS OF MANUFACTURERS 


MINNESOTA INDUSTRIAL MARKET 
...as of February, 1947 
Worthwhile No. Receiving No. Copies 
M. & F. M. & F. 


Plants 

Rated over $1,000,000 71 All 115 
$750,000 to 1,000,000 17 All 24 
500,000 to 750,000 25 All 33 
200,000 to 500,000 30 All 34 
75,000 to 200,000 25 All 28 
Unrated m4 34° 35 

168 202 269** 


*Unrated group in the above table consists of branch 
plants of large companies, or other plants that are sub- 
stantial buyers of industrial equipment and supplies 
though unrated by Dun. 

**Recent surveys show that each copy of Mill & Factory 
is read by 5 or 6 plant executives. 


These Reports Ready Now— 

RHODE ISLAND ( State) OHIO (State) and separate area 
CONNECTICUT (State); and sep- reports on Cincinnati ( But- 
arate area reports on Bridge- ler—Hamilton Counties, 

port (Fairfield Co.), Ohio and Campbell — Ken- 
Hartford ( Hartford County ) ton Counties, Ky.); Cleve- 
WORCESTER land (Cuyahoga County ); 
( Worcester County, Mass.) Akron (Summit County ); 
BUFFALO ( Erie-Niagara Canton (Stark County); 
Counties, N. Y.) Dayton (Montgomery 


SYRACUSE County); Toledo (Lucas 
(Onondaga County, N. Y.) County); Youngstown 
ROCHESTER (Mahoning and Trumbull 


(Monroe County, N. Y.) 
ERIE (Erie County, Pa.) 
YORK (York County, Pa.) 


Counties, Ohio, Lawrence 
and Mercer Counties, Pa. ) 


MICHIGAN (State); and sepa- 


oa icine: Hs) rate area report on Detroit 
ALLENTOWN-BETHLEHEM (Wapaptisens Sve 


ties); Grand Rapids (Kent 
County ) 

INDIANAPOLIS 
(Marion County, Ind. ) 

ST. LOUIS (St. Louis County, 


Mo. and St. Clair-Madison 
Counties, III.) 


COLORADO (State) 


Write for all of these area reports and others to be available soon. Conover- 
Mast Corporation—205 E. 42nd St.. New York 17: 333 No. Michigan Ave.. 
Chicago 1; Leader Bldg., Cleveland 14; Forest C. Pearson, 5670 Wilshire 
Bivd., Los Angeles 36. 


(Lehigh, Northampton, 
Counties, Pa.) 
READING ( Berk’s County, Pa.) 
PITTSBURGH 
(Allegheny County, Pa. ) 
DELAWARE (State) 
MARYLAND (State); and sepa- 
rate area report on Baltimore 
(City and County ) 
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REPORTS: 


THE FACTS and figures in Mill & Factory’s on-the-spot 
study, now available, disclose changes that make Minnesota 
more productive for many industrial marketers. 

Examples: Minnesota has moved from 23rd to 20th 
place in manufacturing employment. Metal-working has 
become a fairly close second to food processing, and now 
engages one-quarter of all wage earners. Today, 202 out 
of 4008 plants are “worthwhile”. 


WHY YOU CAN RELY ON THE M & F CENSUS 
in judging Markets and Circulation 


Mill & Factory gathers its facts from the “inside” of indus- 
try. Only Mill & Factory is in a practical position to do 
this. It is the only general industrial magazine having a 
long-established cooperating relationship with informed 
men in every significant trading area... 


THESE MEN DO NOT NEED TO GUESS! 


They are the 1535 salesmen of 135 important local indus- 
trial distributors cooperating in the mutually beneficial 
Mill & Factory Plan. They know the answers. They know 
exactly which plants, and how many, are worthwhile... 
know what men have buying authority and influence... 
know within a few days when men move up, down, in, or 
out. And, these salesmen notify Mill & Factory of changes 
at once for a selfish reason. They make sure to designate 
only real buying factors to get Mill & Factory, because 
the distributors pay for every copy! 


What an assurance of all-working circulation this Mill 
& Factory Plan and Census gives an advertiser! 


Special Reinforced 


BINDERS 


for your back copies of 


SALES MANAGEMENT 


Here is the only way to be sure that you 
will always have back issues of SALES MAN- 
AGEMENT on hand for quick and easy refer- 
ence. 


black leather 
binders are equipped with a simple device 


These reinforced imitation 
for attaching each issue of SM in its proper 
place, and a single binder will hold 73 copies 


—a six months supply. 


The name “SALES MANAGEMENT” is neatly 
gold-stamped on the backbone of each, and 
you will find them an attractive as well as 
practical addition to your ofhce. After more 
than 25 years of experimenting with all 
kinds of solutions, our staff here at SALES 
MANAGEMENT has finally settled on these as 
ideal for keeping their own back issues well 
preserved and readily available. 


You 
binders now by writing us at the address 
below. We will promptly fill your order 


and bill you at our cost price of $3.50 per 
binder. 


may obtain one or more of these 


Sales MANAGEMENT 


386 Fourth Avenue, New York 16, N. Y. 


Hotel To Put Liquor in Cocktails”) to an advertise- 
ment for Institutions (“Someday you'll be an inmate . . 
Preferred Space Available . . . Select yours now.” ) 


A blow-by-blow account of what was going to happen 
(advertising men are great anticipaters) covered the first 
page. (“Riot at Merion!’’) At the bottom of the first 
page a box carried a notice: “All guests with names from 
Strinkwatz to Uof please report to Chairman Bill Surg- 
ner to supply biographical info lost when Bill stepped 
into something off the Bar.” 


The masthead interested us. We hadn't seen anything 
like it since our neighbor’s kid brought home his V.M.lI. 
Bomb. Editor of the Breadline was a guy with the 
dubious-sounding cognomen, I.M. Incoherent. Business 
Editor: Moe Shekels. Managing Editor: U.R. Baudy. 
(Had enough ?). 


The Treasurer’s Report also ran. It was contained in 
a black-bordered box at the bottom of page two. Natur- 
ally, again, it was blank. 


Another ad which proves conclusively that there'll 
always be an A.M. was the one for Scottissue, which 
proclamied that the company would make outhouse-to- 
outhouse delivery, that the product... is... (Editor’s 
Note: This part was so frightfully naughty we had to 
censor it.). Something tells us that Scot didn’t know 
about that one. 


‘There were, incidentally, the usual jokes—straight 
from the corn field. Furtherfore there was a Want Ad 
section, mostly shrilling the dubious creative talents of 
people who may or may not exist. They didn’t sound 
human. But then, as we’ve mentioned before, “There'll 
always be...” 


SCHOOL FOR BRIDES 


Manufacturers—through their agencies—are coming 
right out and saying it: Brides are New Business. Here 
in New York, Kenyon & Eckhardt recently entertained 
a selected group of newly-married homemakers at a spe- 
cial “Guide For Brides’ Day.” The confab took place 
at Macy’s Home Center, and 12 advertisers conspired to 
run the event, rubbing their hands together and licking 
their chops over the prospect of so much new business 
corraled in one room. The Borden Co., The Gorham 
Co., Richard Hudnut Sales, Look Magazine and Kellogg 


were a few of the manufacturers who got in on the deal. 


Instead of introducing each client’s products through 
a homemaking demonstration, K & E had prepared a 
script, ““The Honeymoon is Over When...” The script 
was loaded—each sponsor had a message incorporated in 
it. 


Plot concerned a Little Woman who got frightfully 
upset when she discovered that marriages may be made 
in Heaven but Heaven could have the Institution when 
she was faced with (a) an unprepared breakfast, (b) an 
unmade bed, (c) an unironed shirt, (d) an untossed 
salad, ad infinitum. Naturally, the K & E clients saved 
the day. 


And happy, happy was the Bride—who went to bed 
that night attired in a new DuBarry lipstick and armed 
with the latest copy of Look Magazine. K & E assured 
us that she’d be able to manage the second day all by 
herself. 
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Vaglime 
WHO SERVES FAMILIES IN 2295 
COUNTIES INS STATES (674400) 


BMB DAYTIME Audience Map 
Study No. |— March, 1946 
Showing all counties in which 10% ot « @ 

more of the radio families listen to the S 
station at least once a week in the o* 


daytime 


See BMB Station Audience Reprint 
for percent and number of listening 
families in all counties and cities. This 
complete BMB Reprint available free, 


on request — ¢ —_— 
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” DAYTIME AUDIENCE 


BY DECILES : 
a “co BMB No. of Daytume Aud. 
Penetration Counties Families 


90 - 100% 75 346,920 
80 - 100% 90 145,660 
70 - 100% 101 113,790 
60 - 100% 111 42,920 


90 - 100% 114 51,020 ’ % 
i: 10-100% 122 565,680 
30 - 100% 135 193,680 
= 20 - 100% 158 630,960 
10 . 100% 229 674,400 


Wg lelttivee /afler dak/ 
WHO SERVES FAMILIES IN 526 | 
COUNTIES IN 18 STATES (814670) | 


WW jy © for IOWA PLUS 


DES MOINES .. . 50,000 WATTS 
B. J. Palmer, President 
J. O. Maland, Manager 
FREE & PETERS, INC., Nat'l Rep. 
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ACE BAILEy 


Occasion: Special meeting of Memphis Automobile Dealers and 


Factory Representatives. 
Business: Record of Auto Editor A. C. (Ace) Bailey up for review. 


Resolved: Twenty-one years of loyal and faithful service to the industry 
shall be rewarded by a letter of gratitude, together with a 
check for $1785. 


This unusual expression of feeling toward Ace Bailey typifies the way 

the people of the Mid-South feel toward their Memphis newspapers and 
toward the men and women responsible for them. Our readers are 
subscribing to more than newsprint and black ink; our 

advertisers are buying more than space and coverage ... they are 


buying extra service, extra co-operation, at no extra charge. 


Ace Bailey Collects 


THE COMMERCIAL APPEAL@ =” 
MEMPHIS PRESS-SCIMITAR 
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CANDID CAMERA PICTURES BY JOSEPH ANDREWS 


ADvice to the Advertising and Selling Fraternity: 


LOVE THAT MAN! 


Yes sir! Love that man. Love that 
dealer. 


No matter how much you persuade 
people to buy your product—he’s 
the man who sel/s it. 


, 


So, if you “‘love that man,’ show 
your affection by backing him up 
locally in Metro Group Gravure. 


For he lives locally, thinks Jocally 
and sells Jocally—to local people 
who have Joca/ habits and tastes. 


Clearly, the Jocal impact of Metro’s 
local Sunday magazine picture sec- 
tions fits your loca! selling job. 


For your salesmen, too, operate 
locally. Your Cleveland man sells 
the local Cleveland market—and 
not the Dallas or the Denver mar- 
ket. It’s his job to sell Cleveland in 
terms of its /oca/ peculiarities. 


Unlike other national media, 
Metro Group Gravure is a national 
network of twenty-six (26) locally 
owned, locally edited and locally 
powerful Sunday magazine picture 
sections. Their /ocal point-of-view 
adds up to the greatest Jocal popu- 
larity of anything in print. 


Best of all for many advertisers— 
you can buy any combination of 
these sections, from 10 to 23 pub- 
lishing cities, to match distribution, 
beam copy to Joca/ holidays or cus- 
toms, catch climatic curves, change 
prices or dealer listings. 


So if you “love that man” let 
him know it—by backing him up 
in the one medium he knows best 
because it’s built for him right in 
his own Jocal bailiwick. 


Have you heard the whole Metro 
Group Gravure story lately? 


Metropolitan Group Gravure 


THE NATIONAL NETWORK OF 
SUNDAY MAGAZINE PICTURE 
SECTIONS * INDEPENDENTLY 
PUBLISHED AND LOCALLY 
EDITED FOR 14,000,000 FAMILIES 
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NEW YORK 
JULY 15, 
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FAST MOVING EDITORIAL CAMPAIGN 
REVERSES THINKING ON PRICES 


URGES: BUY NOW TO KEEP PRODUCTION UP AND 


TO KEEP PRICES DOWN! 


products. 


mentum, 


ING readers and our 
wearne, 
a 


44 


Plumbing and Heating.” Further dis- 


peak production. A material 
down in consumer buying would 


RESULTS: The thumbnail sketches 
below which indicate partially the ac- 
ceptance, the need and the value of 
this effort to DOMESTIC ENGINEER- 


Here’s how it all started: 

Manufacturers’ prices throughout the 
plumbing, heating and air condition- 
ing industry had not risen in propor- 
tion to labor and material increases. 
Publicity on prices in general was be- 
ginning to cause undeserved consum- 
er resistance to sale of our industry’s 


APPROACH: DOMESTIC ENGI. 
NEERING launches fast survey by 
telegram to over 300 leading manu- 
facturers for complete and confiden- 
tial facts, Results were analyzed, com- 
pared with other commodity prices. 


DISCOVERED: “Today’s Best Buy Is 


covered, today’s prices are based upon HE. 
+ 0 
slow- . 


cause increased production costs and he 

higher prices to consumers, Today, : 

purchasers of plumbing and heating - 

may be buying on a rising market Hous Fethiog 
rather than on what is supposed to be ee 1s 

a falling market. Without delay, a i, ~ 
full-fledged campaign to disseminate B_12re- 100 

this information was launched and is aie 


now rolling with unprecedented mo- 


industry. 
WHOLESALER ASSOCIATION: Makes Price 


Campaign the basis of its program for big 
meeting. Secretary reports: “‘The success of our 
program was assured by DOMESTIC ENGI- 
NEERING’s participation. Many favorable com- 
ments received regarding your interesting and 
instructive campaign.”’ 

DOMESTIC ENGINEERING READERS in 
California, Ohio and elsewhere launch coopera- 
tive advertising campaigns in local newspapers 
to tell the story that “Today's Best Buy Is 
Plumbing and Heating.”" They state: “This is 
the kind of material we have been looking for 
and we want to equip our salesmen with these 
aids to sales.”* 


A Hosting 


OPYRIGHT 947 DOMESTIC ENGINEERING CO, CHICAGO 
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Illustration above is actual reproduction of large size poster which is going up in windows and display rooms 
of DOMESTIC ENGINEERING readers from coast to coast to tell the story of today’s best buy. 


MANUFACTURERS’ ASSOCIATION revamps 
program of annual meeting to include campaign 
information. Executive Director states: ‘*So 
much good information on prices of plumbing 
and heating equipment, I have included it in 
our program.” 


WHOLESALERS have been furnished by 
DOMESTIC ENGINEERING with sales kits 
which have been made the basis of special 
meetings with their salesmen to tell the common 
story that prices can be kept down only if 
production is kept .up. 


DOMESTIC ENGINEERING READERS—Con- 
tractors and Dealers from coast to coast are 
placing in thousands of show windows and dis- 
play rooms the DOMESTIC ENGINEERING 
poster reproduced above and have been re- 
assured through factual information that 
*Today’s Best Buy Is Plumbing and Heating.” 


Advertise and sell now to keep production up and to keep prices down! 
Consult your Advertising Agency or wire direct for further information on 
how DOMESTIC ENGINEERING services can help you reach and build your 
market in the plumbing, heating and air conditioning industry. 


WRITE FOR 16 PAGE BOOKLET......... eovcreseoes ...No Obligation 


1900 PRAIRIE AVENUE 
CHICAGO 16, ILLINOIS 
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NEWS REEL 


JOHN J. DAVIS, JR. 

Joining the railroad division staff of Inland Steel 
Co., he is slated to succeed William J. Hammond 
as this division's sales manager, January |, 1948. 


TOM M. MILLER 
Promoted to general traffic manager, Chicago and 
Southern Air Lines, Inc., he will supervise sched- 
ules, traffic, public relations and advertising. 


EDWARD P. GEARY 

lected vice-president and general sales manager 
of Atlas Steels Limited, Welland, Canada, to super- 
vise both domestic and export sales divisions. 


F. R. ARCHER 
Newly appointed merchandising supervisor of the 
Fluorescent Lighting Fixture Division of Sylvania 
Electric Products, Inc., with company since 1940. 


STEWART ROBERTS 

Appointed director of advertising and sales pro- 
motion, Bendix Home Appliances, Inc., after three 
years with Trimz, division of United Wallpaper Co. 


R. W. ROGERS 
Named sales manager, Industrial and Electronics 
Division of Kimble Glass as part of its integra- 
tion as an Owens-lllinois Glass Co. division. 


MARTIN J. MCGRATH 

New general sales manager of The F. & M. Schaefer 
Brewing Co., following 14 years in the company’s 
sales department, succeeds Henry A. Miles, retired. 


EDWARD D. LANE 
New Lamont, Corliss & Co. sales manager, to share 
responsibilities of all Nestle's Chocolate, Pond's 
cosmetics sales, excluding bulk cocoas, coatings. 
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The Hearst Newspapers have long tried to 


Stop 
Destructive 
‘laxation 


FROM A LETTER BY 


LV iltiam Randolph Flearst 


PUBLISHED IN THE HEARST NEWSPAPERS ON DECEMBER 20, 1933 


“The burdensome and universally in- 
jurious income tax has been raised to be 
the Frankenstein of our economic life. 

“It is as un-American, as subversive 
of democratic principles, as fatal to free 
institutions, as the recently repudiated 
policy of Prohibition. 

“It builds impudent bureaucracies to 
oppress and outrage the citizens. 

“It encourages evasion—legitimate 
avoidance and criminal evasion of un- 
just and resented tax extortion. 

“It breeds contempt for government 
and hatred of law. 


“It makes the Government a racket- 
eer and most offensive one, doing its 
best to rob the citizen and practically 
confiscate his property. 


“It makes the citizen to a degree a 
hijacker, doing his best to rob the 
racketeer. 

“It complicates business, interferes 
with employment, prevents investment 
in industry and retards the return of 
prosperity. 

“It obviously diminishes drastically 
the purchasing power of the community. 
No one has money to spend at the 
stores when he has to give most of it to 
the Government. 

“The curse of modern government is 
the excessive expenditure and oppres- 
sive taxation, with the added evils of 
injustices and discrimination.” 
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The words at the left were written when the income tax was just beginning 


ly to climb to its present giddy altitude, and our standing army of bureaucrats 
y. | in Washington was a relative corporal’s guard. 

he > «+ 2 

to Today, taxpayers in even the lowest brackets will understand the urgency 


of Mr. Hearst’s message. 


The Hearst Newspapers will continue to fight extravagant bureaucracy and 
of oppressive taxation, with all the power at their command. 
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of the Nation’s strawberries 
come from Washington, 
Idaho, Oregon. Field pictured 
here is near Gresham, Oregon. 
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OF PACIFIC NORTHWEST FARMS | 


AS THE U.S. FARM AVERAGE — 


AVERAGE CASH INCOME PER FARM, 1946 was 


Far 
of Wa ASH Farm 


ee a $4,221.37 
Washington, Idaho, Oregon RR eC 6,327.55 
Difference. ststst—CSSC«&S 2, 106.18 | 


In 1946, farmers of Washington, Idaho and Oregon 
received $1,167,497,000 from crops, livestock and gov- 
ernment payments, highest on record. 


oes eo 


This cash take of over a billion dollars spelled an 
average income per farm of $6,327.55 or 49.89% 
higher than the U. S. farm average last year. 


Contributing to this result are abundant crops of 
berries. Washington, Idaho and Oregon produce the HOW BIG 


following share of the Nation’s berry crop: INCOMES ARE SPENT 


1/7 of its Strawberries A total of 1701 Pacific Northwest farm { 
1/3 of its Raspberries households co-operated in the Farm Trio’s 
1/3 of its Blackberries and Dewberries 1947 consumer survey. This is the oldest con- 
1/2 of its Boysenberries secutive consumer survey conducted by any 
1/2 of its Youngberries advertising medium in America. Copy of 

9/10 of its Loganberries 1947 edition gladly sent on request. 


PACIFIC NORTHWEST FARMTRIO ff 


© 


COMBINED CIRCULATION OVER 160,000 
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EASY AS N.A.S. 


NEWSPAPER 


Hometown Weeklies are really read— 
front to back — because each reader 
knows his own name might be in any 
issue. That's something he wants to 
see. He'll see your name, too, and your 
selling message if it's there. 


ADVERTISING 


The weeklies pu// because they're read 
when your prospect is in his most re- 
ceptive frame of mind. He (every 
member of the rural family) saves that 
weekly paper for a cherished hour of 
relaxation. He comes to it 1n just the 
right mood for favorable response to 
your advertising message 


SERVICE 


Placing advertising in the weeklies 1s 
simple. One order covers all 5000 of 
them —or your special selection for 
test purposes. You pay just one bill 
We handle all the details, at no extra 
cost. It’s truly ‘Easy as N. A. S.” 


Write today for your copy of 
“Public Relations on Main Street” 
a revealing presentation of facts 
about this potent source of sales 


NEWSPAPER ADVERTISING SERVICE 
INCORPORATED 


Business Corporation of the 


National Editorial Association 


SEATTLE 
301 White Bidg. 


CHICAGO 
188 W. Randolph 


NEW YORK 
70 £. 45th St. 
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BY T. HARRY THOMPSON 


| Notes of a Vacationist: An over- 
powering yen for the smell of blue 
water . . . the rhythmic rise and fall 
|of a sturdy deck under foot . . . the 
creamy wake churned by twin screws. 
Ten years now since you cruised the 
turquoise Caribbean, with her islands 
in Technicolor, and her people taking 
the time to savor life and living. 


Inquiries convince you, however, 
| that this is not the year for a cruise. 
The banana-boats, they tell you, will 
not resume cruise-service until some 
time in January. What about Eu- 
rope? This, too, is not for you. To 
see for the second time the scars of 
all-out war, and the slow emergence 
of hungry people toward peace and 
serenity, is not a vacation. It’s a 
'mission for someone who could help 
them and not merely stare, even in 
| sympathy. 


| Why not fly to Mexico City? 
Mainly because you’re a sissy. Sure, 
you've had 16 assorted hours in the 
air and have gotten down each time 
in one piece. Aviation News, quoted 
| by Holiday Highlights, is reassuring: 
'“The fact that air-travel safety is 
|steadily improving is seen in a more 
liberal attitude of life-insurance com- 
panies toward plane-passengers . . .” 


7. 
| True; but that was written before 
the black Memorial Day weekend. 
| You remember LaGuardia Field. and 
a grove near Port Deposit, Mary- 
land. Certainly, you can die horribly 
in other forms of transportation. 
Ships sometimes sink at sea. Trains 
jump the rails and tumble down em 
bankments. Automobiles are the most 
persistent killers of modern times; 
| but you decide to drive carefully and 
| head for Virginia Hot Springs. 
|You’ve seen The Homestead twice 
| before, and the memory lingers pleas- 
antly. Ask anyone who has been there. 


The preparation of the Hydra- 
Matic. One might think you were 
bound for Costa Rica by way of the 
International Highway, instead of a 
leisurely jog of some 800 miles to 
and from the peaceful hills of Vir- 
ginia. Your tires still have plenty 
of tread, and it’s pre-Pearl Harbo: 
tree-rubber; but you’re a sucker fo: 
other people’s copy, and Goodrich 
vows that its Silvertowns outwea1 
pre-war tires by actual tests. 


So you buy four Silvertown casings 
and line them with four Seal-o-matic 
tubes, the puncture-sealing kind. A 
careless workman forgets to replace 
a hub-cap, and you can’t find an- 
other in the city. A nearby town 
has one to match, though, and you 
agree with Gil Whiteley and Graham 
Patterson that the small towns have 
much to recommend them. 


The ammeter-needle has been act- 
ing like crazy, and you figure you) 
battery is about to give up the ghost. 
Better to have that happen in Phila- 
delphia than somewhere along the 
Skyline Drive. You buy a new bat- 
tery, and wonder if you'll have any- 
thing left for your hotel-bill. Any 
how, the car seems to be ready. Pack 
those bags, and get going! 

e 

First official stop is Frederick. 
Maryland, home of Barbara (Yon 
Grey Head) Fritchie. You case the 
campus at Hood College where you: 
niece, another Barbara, is entered. 
Buildings and grounds are beautiful. 

. 

You pull into Front Royal, Vir- 
ginia, where the skyline trail begins. 
Spend the night there in “Cliffside,” 
a clean, spacious cabin with a stall 
shower. At the ‘Terrace Garden 
Restaurant, you order fried chicken, 
and address it- with knife and fork. 
Mis’ Lou, wife of the proprietor, 
calls over: “You'll do better if you 
pick it up in your fingers. We do 
that down here.” 

e 

The birds have you awake at the 
unearthly hour of five, but you for- 
give them. ‘“The byrds of Virginia,” 
you gag, and it isn’t very good; but 
then you’re hardly awake. Breakfast 
over by 6:30, you throw the bags 
into the car, and plunge into the 
mountain fastness that is the Skyline 
Drive. 

* 

Third time you’ve snaked over the 
dorsal fin of the Appalachians, and 
the scenery from the overlook turn- 
outs is breath-taking. The curves 
are many, and unguarded by post- 
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Do you prefer 


YES-MEN-” 


. Young & Rubicam, Inc. 
O r KN OW- Mi a N — New York Chicago ae Francisco 


Hollywood Montreal Toronto Mexico City London 
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The copy is going to be late again | 


22 
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Jobs have a way of getting delayed — but the speed of 
Air Express can make up this lost time for you. Air Express 
helps you make every closing date. Use it to rush layouts 
and copy to clients at speeds up to 5 miles a minute — get 


electros to publications pronto — deliver display pieces 
when they’re needed, not days later. You'll find this speedy, 
inexpensive service really pays. 

Even coast-to-coast shipments overnight are now routine 
with Air Express. And with bigger and faster planes going 
into Airline service today, Air Express is a better value than 
ever. For fastest results, use the speed of Air Express regularly. 


opecity Air Express-its Good Business 


e Low rates — special pick-up and delivery in principal U.S. 
towns and cities at no extra cost. 

@ Moves on all flights of all Scheduled Airlines. 

e Air-rail between 22,000 off-airline offices. 

e Direct air service to and from scores of foreign countries. 


Just phone your local Air Express Division, Railway Express 
Agency, for fast shipping action ... Write today for Schedule of 
Domestic and International Rates. Address Air Express. 230 Park 
Avenue, New York 17. Or ask for it at any Airline or Railway 
Express Office. Air Express Division, Railway Express Agency, 
representing the Airlines of the United States. 


GETS THERE FIRST 


Fastest delivery—at low rates 


Electros (wt. 50 lbs.) had to get from 
Chicago to Dallas in a rush. Picked 
up the 3rd, delivered to consignee 
11 A.M. the 4th — 795 miles away. 
Air Express charge only $12.28! 
Other weights, any distance, simi- 
larly inexpensive and fast. 


and-cable. They expect you to know 
how to drive in Virginia. 
7 


Craigsville, Goshen, Warm Springs 
just five more miles to The 
Homestead. There she stands, ma- 
jestic in a valley of the Alleghanies. 
Three bell-boys and a doorman un- 
load bags, boxes, and suits-on-hangers 
and you begin the unending process 
of digging for silver. Nothing seems 
to have changed since you were here 
four years ago. 


Two things you hadn’t counted 
on. 1. A tropical heat-wave, so severe 
you expect the automatic sprinkler- 
system to turn itself on. 2. The 
American Drug Manufacturers Asso- 
ciation here on convention. A _ pros- 
perous-looking bunch, bent on crowd- 
ing every minute, apparently to the 
exclusion of sleep. 


You meet two ex-Ayerdales, here 
with the convention: Wes Gilman 
(Lewis & Gilman) and Jim Chilcott 
(Maltine). Where are you, Paul 
Robinson, of Sharp & Dohme? And 
you, Pete Hurd, of The American 
Druggist? Or were you the fellows 
who were singing “You Are My 
Sunshine” in two-part cacophony at 
two o'clock that morning just under 
my window? It sounded like fun, 
but [ did want to sleep. 


You load the movie-camera and 
take some color-shots of the mise en 
scene. The surrey with matched pair 
and the colored driver in duster and 
plug-hat. The bubbling fountains. 
The trailer that takes you out to the 
Cascades Golf-Course. ‘Short, se- 
lected subjects” in the little town 
of Hot Springs. Which reminds you: 
Jim Gallagher sends a slogan: “Hot 
Springs eternal in the chicken-belt.” 


You send for the car and cruise 
over twisting mountain-roads, 
through Covington, to White Sul- 
phur Springs. You had _ forgotten 
that the Greenbrier had just been 
turned back to private ownership by 
the Government. Guards still on 
duty. They look you over as you 
drive through the grounds. “Nice 
little place you've got here,’ you say 
to one of them as you leave. 


You return through the Shenan- 
doah Valley, avoiding the Skyline 
Drive. The 92 miles of asphalt 
highway from Staunton (“Stanton,” 
that is, Son!) to Winchester invite 
you to hold the needle at 50 m.p.h. 
Back in one day, through blinding 
rain in some spots, and home again. 
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What are the Department Stores doing 


for Your Bead (or to it)? 


——— 
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An ACB Newspaper Research 
Service will tell you whether 
department stores are (1) push- 
ing your goods, (2) the goods 
of your competitor, or (3) ignor- 
ing the whole thing. 


P8000, 


If your line is sold through department 
stores, you should know whether, in 
their advertising, the stores are 
(1) pushing your brand, (2) pushing 
your competitors’ brand, or (3) ignor- 
ing both you and your competitors. 


Even though the department stores 

are scattered over the length and 
breadth of the land, there’s an ACB 
service that will keep you up-to-date 
—put the advertisements you want 

to see, on your desk; or, if you prefer, 
tabulate the data from the newspa- \ 
pers into a quick, concise report. 


Of course, advertising and store dis- 
play go hand in hand. Those stores 
that are advertising are probably dis- 
playing. With the information ACB t 
furnishes, you can write and compli- ; 
ment the buyers that are pushing your 

line for you... work on the stores 

that are promoting the “other line’ 
...and encourage the stores to pro- 

mote your line where they are shown 

to be ignoring it. 


Ses oe 


This service isn’t as expensive as you 
probably think, for ACB will be read- 
ing the advertisements anyway and 
can include service on your account 
at low cost. It’s a service used by 
leading merchandisers in all lines. 
Write today for catalogue and rates. 


SEND FOR ACB CATALOG 


Describes 12 ACB Newspaper Research 
Services including Dealer Tie-in Reports; 
Specified Tearsheets; Advertising Allow- 
ance; Schedule Listings; Scrap Books; 
Mat Analysis; etc. Gives outline of cost, 
coverage and list of users. Write today. 


NEW YORK (16), 79 Madison Ave. ° CHICAGO (5), 538 S. Clark St. ° SAN FRANCISCO (5), 16 First St. 
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WITAR Tops Nation 


Audience Delivery 


“WTAR Sensational”, says The Billboard’s “Continuing 
Program Study” of Bonus Audience Stations, 5-31-47 


"ratings higher than the national average on 10 of the 15 top 
nighttime shows and, most amazing, delivers the highest single rating 
of any station in any Hooper city in the country on 6 of these 10. In 
all, WTAR delivers 124.1 Hooper points in excess of national ratings 
of the 10 shows. In Norfolk 124.1 Hooper points represent a lot of 
ears. 


Of daytime shows The Billboard, 6-7-47, says WTAR is “pulling the 
somewhat terrific caper of landing among the first 5 rating producing 
stations on all 7 of the shows NBC has in the standings'—with first 
place in 3 of them. 


Thrifty Choice 


You have MORE customers and MORE 
"buying dollars ready for you in the Norfolk 
Market NOW than in ‘46, ‘45, or '44 (Sales 
Mot.'s Survey of Buying Power, ‘44 through 
‘47). 


And WTAR delivers them at !ess cost per 
sale, with MORE listening customers, national 
and local programs, than all other stations 
combined {Hooper CM, Fall-Winter, ‘46- 
'47). Listening to outside stations almost nil. 


Let Us Tell You More About It 


#. 
-—— 


NBC AFFILIATE 
5,000 Watts Day and Night 
National Representatives: 


Edward Petry & Co. 


Operator, WTAR-FM on 93.1 frequency 
SALES MANAGEMENT 


Editor-in-Chief Peter G. 
Pirrie, with Bakers 
Weekly since 1924. Or- 
ganized and was first 
principal of The Amer- 
ican Institute School of 
Baking. Author of text 
books on baking opera- 
tions. A bakery engi- 
meer and specialist in 
shop operation, cost 
control, and delivery. 


Bakery Technician Henry 
F. Voll is a graduate of 
the Siebel Institute of 
Baking, with 9 years 
previous experience in 
all branches of baking 
and 15 years in exper- 
imental bakery work. 
On the staff since 1930, 
he originates recipes 
designed to increase 
demand. 


Managing Editor Leslie 
M. Dawson joined the 
Bakers Weekly staff in 
1921. His extensive, 
practical experience in 
the designing, building, 
and operation of bak- 
eries has enabled him 
to contribute many 
technical developments 
in the Industry. 


Assistant to the Editor- 
in-Chief James R. Phe- 
lan has been with Bak- 
ers Weekly since 1929. 
He is advertising agen- 
cy trained and is our 
specialist in increasing 
sales through advertis- 
ing and sales promo- 
tion. He is director of 
Bakers Weekly's sales 
forums. 


Bakers Weekly’s Labo- 
ratory and Experimental 
Bakery under the direc- 
tion of Charles A. Gla 
bau since 1919, Noted 
food chemist and spe- 
cialist in food process- 
ing and research. Au- 
thor of books on bak- 
ing technology. Active 
member of technical 
and chemical societies. 


Flour & Financial News 
Editor Fred W. Colqu- 
houn, on the staff since 
1924. He has been 13 
times secretary of The 
National Association of 
Flour Distributors. He 
has a background of 
editorial work on mill 
and trade publications 
and as business news 
and financial reporter. 


Associate Editor John 
M. Hartley benefits 
from 14 years previous 
retail baking experi- 
ence. He has been on 
the Bakers Weekly staff 
since 1920. Known to 
thousands of bakers 
throughout the indus- 
try as “The Philoso- 
pher of the Baking In- 
dustry.” 


Director of Washington 
Bureau Arthur T. Joyce, 
with Bakers Weekly 
since 1926. His vigi- 
lance in behalf of the 
Industry has initiated 
reformshel pingtoelim- 
imate many bad prac- 
tices. His help is sought 
by government officials 
for factual information 
on the Industry. 


Retail Editor George 
Chussler, Jr., comes 
from a baking family. 
He has been with Bak- 
ers Weekly since 1927, 
and he is known as a 
practical baker who 
can do in the shop and 
store whatever he ad- 
vocates on the platform 
and in his writings. 


Feature Editor Harold 


H. Berkin has had a 
varied publishing ex- 
perience ranging from 
consumer magazines to 
New York's leading 
newspaper. He han- 
dles assignments cov- 
ering plant histories, 
biographical studies, ar- 
ticles dealing with mer- 
chandising plans. 


Laboratory Chemist 
Ruth E. Gardner, re- 
search and technologi- 
cal chemist, specializ- 
ing in mycological 
studies of molds. She 
lectures frequently on 
food and nutrition. 
She joined the Bakers 
Weekly staff in 1938. 


Industry and Associa- 
tion News and Personal 
Items. Eva H. Schafer 
joined the Bakers 
Weekly staff in 1915, 
Her 32 years devoted 
to the Baking Industry 
have won her many 
friends and have given 
her a wide understand- 
ing of its problems and 
personalities. 


Why Progressive Bakers Buy and Read Bakers Weekly 


ROGRESSIVE BAKERS welcome sound counsel and prac- 
Prical help. They know that an ever better product at 
an ever more reasonable cost is the way to hold volume 
in competition with other foods. 


The task of the full-time Editorial Staff of Bakers 
Weekly, pictured above, is to aid bakers in holding and 
increasing their large present volume through counsel 
on improved methods and efficient distribution. For in- 
stance, a fully equipped laboratory, experimental bakery, 
and engineering departments on the premises are avail- 
able to the editors to use for proving the worth of new 
ingredients and processes. They serve both readers and 
advertisers. Editorial activity covers every phase of 
bakery management production and sales. It furnishes 
helpful ideas and practical answers to baking companies’ 
daily problems. 

Bakers Weekly readers look to more than the editorial 
pages for help. The advertisements demonstrate that the 
advertisers are good editors, too, in their study of bakers’ 
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problems and the application of the advertised products 
to reach higher standards of quality more efficiently. 


Editorial services that baking companies say are sound 
help, plus equally informative and helpful advertising, 
attract and hold the type of reader interested in profit- 
able bakery operation. These are the basic reasons why 
Bakers Weekly is consistently a must on the advertising 
schedules of leading companies selling to this industry. 


Statistical fact: less than 10,000 baking companies do 
more than 90% of the business—Bakers Weekly delivers 
over 13,000 net paid circulation and gives advertisers 
intensive coverage and penetration of the baking indus- 
try with the highest degree of reader interest. 


“The Baking Industry and How to Sell 
It’ contains basic information to help 
you interest baking companies in your 
product. We'll be glad to send you a 
copy, free. 
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Circulation Over 


Yes, 3,000,000. Three million. Husbands and wives 
3,000,000 of them - 


incomes — pore over Better Homes & Gardens for the 


heads of families 


help it gives them in living better in a better home. 


(Cover to cover, ads and all.) 


Mths Hist Soe Magasine 
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It’s 100% service that screens out casual readers, and 
gives you this active homemaking market that spends 
billions every year. 


That’s too big a market for you to miss. May we teH 
you how BH&G is 100% service for you, too? 
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JOHN S. KNIGHT, Publisher 


Akron s 


BABY INDUSTRIES 


May Become 


TOMORROW'S GIANTS 


New industries start from new 
ideas, and ideas usually come 
from the fertile mind of a crea- 
tive or imaginative person. 


It was 18 months ago that 
Dietrich Rempel got the happy 
thought that he could mold a 
rubber toy without piping steam 
under pressure into molds, that 
is the common practice in curing 
many rubber products. He then 
set out to devise a process and 
machines to do the job. By last 
June he proved he was right. His 
experiments were successful and 
that set the stage for one of 
Akron's new and thriving little 
businesses . . . the Rempel Man- 
ufacturing, Inc. 


Today this new Company is turn- 
ing out toys at the rate of 6,000 
a day and they feel they have 
only scratched the surface in the 
field of rubber molded goods. 


It is small, new plants like Rempel 
Manufacturing that is making 
Akron a healthier, more diversi- 
fied Market and a richer retail 
trading area. 


AKRON 
BEACON 


JOURNAL 


Represented by 
STORY, BROOKS & FINLEY 
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Census Bureau's 
1948 Appropriations 


How does the Census Bureau’s 
business service program stack 
up now? 


‘The Census of Manufacturers is 
definitely scheduled to start in Janu- 
ary, 1948, following approval by both 
Senate and House of $4,000,000 for 
this purpose. While Congress was 
disposed to reinstate the business 
census also, its fate was uncertain 
last fortnight because enabling legis- 
lation authorizing it had not been 
passed prior to consideration of the 
appropriation bill, but efforts were 
being made to untangle the snarl 
after President Truman specifically 
requested the census appropriation. 

Funds for other services were 
trimmed sharply and the Bureau will 
have to work out adjustments. For 
current business statistics it received 
$740,000 for 1948, compared with 
$1,180,814 in 1947. For current in- 
dustry statistics it got $1,000,000 
compared to $1,922,774. The labor 
force survey, which samples employ- 
ment figures in metropolitan areas, 
got $1,000,000 compared to $2,178,- 
990. Seventeen of the forty field 
ofices of the Department of Com- 
merce, which were scheduled to close, 
were saved by an increase in funds. 
It will take several weeks for the 
Bureau to determine just where its 
curtailments will take place. 


Terminal Leave Bonds 


What’s happening to terminal 
leave bonds? 


Payment of cash on terminal leave 
bonds to former servicemen after 
September 1, would give the nation’s 
buying power a new shot in the arm, 
amounting to almost two billion 
dollars. 

‘The House Armed Services Com- 
mittee has unanimously approved it, 
and the bill is expected to ride 
through Congress. In addition to its 
impact upon the voters, always im- 
portant, but vital in a year approach 
ing election, it is contended that 
enactment would save the Govern- 
ment up to $62,000,000 a year inter- 
est on the bonds. 

So far, about 


8.500.000 former 


enlisted men have received the bonds 

. nearly 3,000,000 more are eligi- 
ble, according to the Treasury De 
partment, and about 500,000 applica- 
tions are waiting action by Washing 
ton. Average face value of the bonds 
is $214. 

While it would provide additional 
consumer buying power, some Wash- 
ington officials consider it might keep 
prices at a high level, might even give 
impetus to new price raises. 


Building Days Back! 
Are building restrictions likely 
to be lifted? 


Something seems about to break on 
the housing situation. 

It is reported that an agreement 
reached by the Senate-House Confer- 
ence was to drop all controls, except 
those on amusement and recreation 
buildings. 

With abandonment of controls 
after June 30, Government officials 
predict a record volume of construc- 
tion in the second half of the year. 
This would mean that housing, as 
applied to residential building, would 
lose out. 

On the other hand, it is reported 
that total units started in the first 
five months of the year was 272,700 

. about the same as last year. 

Estimates on the backlog of non- 
residential construction jobs is vari- 
ously given at from $2,000,000,000 
to $3,500,000,000. Even so, non-con- 
trolled building will probably cause 
prices to rise even higher than at 
present, with the dangers that implies. 

Right now, cost increases are given 
as 45% for materials, including 
manufacturing and processing labor 
... 12 to 15% for land... and 20 
to 35% for labor at the actual build- 


ing. 


Further Postal 
Rate Revisions? 
Are present postal rates on 
advertising matter “safe?” 
There will be no action on revision 
of postal rates in this session of Con- 
gress—extension of the 3c local and 
5c air mail rates having been detached 
from the revision bill and rushed 
through before the June 30 deadline. 
However, under a resolution by Sen. 
Raymond Baldwin (R., Conn.) tech- 
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AUTOMOTIVE INDUSTRY 
CHAMPION OF AMERICAN 
LIBERTY AND FREEDOM 

i, 


MICHIGAN’S GREATEST 
ADVERTISING MEDIUM 


50,000 WATTS 


Represented by 


THE GOODWILL STATION, INC.,, sisner coco, DETROIT 
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| 1947 Omaha World- 
Herald Consumer Analysis includes 
food, drugs, cosmetics, tires, gas, 
oil, alcoholic beverages, tobacco, 
small electrical appliances, paint, 


pens, anti-freeze, etc. 


WEEE re 


OUR THIRD 
ANNUAL 
1947 EDITION 


REVEALS BUYING 
HABITS AND BRAND 
PREFERENCES OF 
82,826 METROPOLITAN 
OMAHA FAMILIES 


Write today for your copy of the 1947 


Omaha World-Herald Consumer Analysis. 
Simply use your letterhead and address 
your request to our National Advertising 
Department. 


COVERS NEBRASKA AND S.W. IOWA 


(OMAHA 


WORLD-HERALD 


One of the Nation’s Great Newspapers 
Owners and Operators of Radio Station KOWH 
National Representatives, 

O'Mara & Ormsbee, Inc. 


New York, Chicago, Detroit, Los Angeles, San Francisco 


THE FLOREZ METHOD 


TURNS POTENTIALS INTO PRACTICES 


COMPLETE 
FACILITIES 
FOR: 

* MOTION PICTURES 


* MOTION SLIDE 
FILMS 


¢ SLIDE FILMS 
* TRANSPARENCIES 
« GLASS SLIDES 
« RECORDINGS 

* CHARTS 

* PLAYLETS 

* DISPLAYS 


¢ PICTURIZED 
TEXTS 


* CONVENTIONS 


815 BATES ST. 


INCORPORATED 


The Florez Method of utilizing 
audio-visual media provides an 
effective, time-tested way to 
insure clear, correct transmis- 
sion of your methods for pro- 
ducing, selling, servicing. and 
using your product. 

Sixteen years of working with 
some of America’s best-known 
organizations prove to us that no 
one media is in itself a panacea. 
Our approach is: First the Prob- 
lem—Then the Plan—Then the 
Media. 


DETROIT 26, MICH. 


COMPLETE TRAINING AND PROMOTION SERVICE - Established 1931 
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| ANNOUNCING | 


nical experts will be hired by a joint 
congressional committee to study pos- 
tal rate structures, efficiency of the 
Department, etc., and bring in rec- 
ommendations. A small group of 
House Democrats remains volubly 
critical of rates charged for handling 
advertising matter and catalogs in the 
mail. Best guess of Capitol Hill 
observers is that Congress will not 
be inclined to tinker with major mail 
rate changes when it meets for the 
1948 presidential election-year session. 


Provisions of Lanham Act 


Must old trade-marks be re- 
registered under the 
Act? 


This is not necessary, but probably 
advisable. The Lanham Act went 
into effect on July 5. Present owners 
of trade-marks may file an affidavit 
with the patent office which will re- 
publish the mark and assure its in- 
contestability after five years. New 
trade-marks registered also are as- 
sured incontestability after five years, 
and protection from state legislation. 

Other provisions include: certifica- 
tion marks, collective marks, and serv- 
ice marks used in advertising of serv- 
ices may be registered. Certifying 
seals may be registered. Geographical 
names, surnames or descriptive names 
which have become a distinct adjunct 
to a product—although they are not 
true trade-marks—may also be regis- 
tered. 


Lanham 


Future Business— 
Up or Down? 


Does Washington continue 
bearish? 

Now Washington is _ predicting 
boom years ahead. Somehow, the 


Capital has lost sight of a possible 
depression. (Ewan Clague, Commis- 
sioner of Labor Statistics, told a 
press conference that no turndown 
in business is in sight. Just a month 
ago he warned against “soft spots in 
the economy.’ ) 

Now ... the Department of Com- 
merce states that barring overall 
strikes, we can expect to up the out- 
put of goods and services by 5 billion 
a year through the next dozen years. 

According to this prediction, pro- 
duction capacity by 1950 will be an 
output of 250 billion. Estimated out- 
put of goods and services for 1947 
is 204 billion, with a +% unemploy- 
ment. The actual output of the first 
half of the year exceeds this estimate. 

Even a 15% unemployment in next 
few years will not drop production 
materially . . . it would stay over half 
again as large as in 1939. 
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It can. . . in more places, in more ways, 


with more effectiveness. It adds an almost limitless 
number of uses to commercial motion picture films: 
for advertising, for sales demonstration, for point-of- 
purchase display, for job training and indoctrination. 
All parts are contained in a single, mobile cabinet. 
Almost any location adapts itself instantly to Sono- 


Vision because no darkened room is necessary. And 


it Operates continuously without the attendance of 
an operator if desired. 

Write for descriptive literature and the fascinat- 
ing story of Sono-Vision’s helpful service to many 


leading companies. 


Sono-Vision 


FOR MOTION PICTURE PROJECTION 


MILLS INDUSTRIES, INCORPORATED - DEPT. 2058 - OFFICE & DISPLAY ROOM: 2212 MERCHANDISE MART - CHICAGO 54, ILLINOIS 
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In Fairmount Park—Sadie the Steno Meets Llewelyn the Banker 
these days—But Only Outdoor Advertising Reaches Them Both 


PHILADELPHIA—THIRD G.O.A. MARKET and third 
largest city of the United States . . . home of 2 million 
Americans who spend more than a billion and a half 
dollars annually! Center of industry and finance, Phila- 
delphia draws the enormous buying power of an addi- 
tional million and a half in the surrounding areas 
Camden, 22 important Philadelphia suburbs, 27 Eastern 
Pennsylvania towns and cities, 16 New Jersey com- 
munities! 

In Philadelphia, as elsewhere in the United States. 
today’s wealth is no longer concentrated in the pockets 
of a few. It’s spread out . . . shared by all income 
classes of people. 

Outdoor Advertising is the one medium that sells all 
classes. It reaches the clerk at Wanamaker’s, the produce 
man from Dock Street . . . and it doesn’t miss the Banker 
from Broad and Market. It tells your sales message to 
the student at Bryn Mawr as well as the steno at the 


GENERAL OUTDOOR ADVERTISING IS YOUR MAJOR MEDIUM IN 55 MAJOR MARKFTS 


City Hall. It blankets Philadelphia from Bucks County to 
Chester County, from the river to Montgomery County. 

To sell them all you must reach them all. Do this by 
using Outdoor Advertising ... no other medium gives 
you such complete coverage at so little cost. 


OUTDOOR ADVERTISING I$ THE ONLY 
ADVERTISING THAT 


SALES MANAGEMENT 


YOU CAN'T AFFORD 


TO GUESS WRONG TODAY 


When your factory made a gross profit of 20 percent the company 


could absorb a wrong guess. Can’t be done today! 


Whether you provide the public with chewing gum, wrenches, 
suspenders or breakfast food, don’t act either on your own HUNCH, 


or on the WHIM of the president’s charming daughter. 
GET THE FACTS—about your market, your package, your price. 


National Analysts, Inec., have more than 600 trained men and 
women over the country ready to dig up the answers to your mar- 
keting problems. Men who know marketing count National Analysts 
among the top marketing researchers in the country. Costs nothing 


to talk with a representative about your problems. 


If the answer can be found, this organization can find it. AND 


YOU NEED FACTS, NOT GUESSES, IN THE SUMMER OF 1947. 


NATIONAL ANALYSTS, Inc. 


WASHINGTON PHILADELPHIA SAN FRANCISCO 
EXECUTIVE OFFICES ¢ LEWIS TOWER BUILDING ¢ PHILADELPHIA 2, PA. 


A Complete Marketing and Research Organization with National Coverage 
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new survey in 


New York City and 

suburbs shows 

5 out of 10 new car buyers 
read The New York Times 


New Yorkers spent more than $300,000,000 in 
1946 to buy new cars... to buy 166,694 new cars 
... more new cars bought and more bright, new 
shiny dollars spent to buy them than in any other 
market in the world. 


And of every 10 New Yorkers—city and suburban 
—who bought new cars in 1946—5 are regular 
readers of The New York Times. 


Weekday readers of The New York Times in New 
York City and suburbs spent $128,471,680 for 
68,336 new cars in 1946—18,311 (37%) more 
new cars, 34,424,680 more dollars, than the 
readers of any other New York weekday news- 
paper. 

Sunday readers of The New York Times in New 
York City and suburbs spent $154,496,520 for 


82,179 new cars in 1946—24,157 (42%) more 
mew cars, 45,415,160 more dollars, than the 
readers of any other New York Sunday newspaper. 


These brand new facts about New York’s new car 
buyers and the newspapers they read have just 
been gathered in an independent survey made 
among new car buyers by the Recording & Statis- 
tical Corporation. 


These facts are important to every automotive 
advertiser. Put cosmetics in place of cars. Or wash- 
ing machines. Or refrigerators. And the facts be- 
come important to you and every other advertiser 
who puts sales first. 


Gives you ideas doesn’t it? When can we talk about 
them to you? 


The New Pork Times 


“All The News That’s Fit To Print” 


BOSTON: 140 FEDERAL STREET + DETROIT: GENERAL MOTORS BUILDING + CHICAGO: 333 NORTH MICHIGAN AVENUE + NEW YORK: 229 WEST 43RD STREET 


ADVERTISING LEADER IN THE WORLD'S BAGGEST MARKET FOR 30 CONSECUTIVE YEARS . . . CIRCULATION NOW OVER 500,000 WEEKDAYS, OVER 1,000,000 SUNDAYS 
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SIGNIFICANT TRENDS 


As seen by an editor of SALES MANAGEMENT for the fortnight ending July 15, 1947 


A YARDSTICK FOR SALESMEN 


A survey which the Grocery Manufacturers of Amer- 
ica, Inc. made through their member companies may give 
some valuable hints to sales executives in other lines of 
industry where retail salesmen perform similar functions. 


‘The median number of calls per week for retail sales- 
men is 75 in the city and 65 in the country . . . 60% 
report regular Saturday work, 20% occasional Saturday 
work and 20% no Saturday work . . . 80% of the retail 
salesmen sell from their cars, and of those, 80% secure 
their supplies from wholesalers. 


Salesmen are bonded in 906 of the companies 

10% of the companies report union organization of sales- 
men ... + out of every 5 companies have some social 
benefit programs for salesmen of which the following 
are the most frequently mentioned: group insurance, life 
insurance, retirement and pension, family hospitalization, 
health insurance and accident insurance. Only in the 
case of hospitalization do any of the companies ask the 
salesmen to bear the entire cost. 


In approximately one half of the companies the district 
sales manager handles certain key accounts . . . the com- 
panies having division sales managers define the function 
as a general supervision of sales and merchandising and 
promotion effort within the division. In addition, a third 
of the companies indicate that their division sales man- 
agers personally contact key accounts. 


In the grocery field straight salary continues to be the 
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Can you make a depression out of this? 
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most common method of compensation reported. So far 
as retail salesmen are concerned, 70° pay a straight 
salary, a scattering few pay salary and commissions and 
the balance pay a salary plus bonus . The median 
salary is between $51.00 and $60.00 per week tor 
retail salesmen, $61.00 to $70.00 per week for jobbing 
salesmen and $101.00 to $125.00 for district sales man- 
agers. he most frequently quoted salary for division 
sales managers is $200.00 per week. 


THE SELLING POWER 
OF BRANDED GOODS 


A tortnight ago Harold M. Brightman, President of 
Lit Bros., Philadelphia department store, told the Sales 
Executives Club of New York of a unique test which 
his store made on the selling power of branded goods. 


In this test Simmons mattresses outsold by a margin 
ot 15 to | absolutely identical products bearing a fictitious 
brand label which was unknown to the public. In an 
extensior of this test the price of the fictitious branded 
mattress was lowered five dollars and still the advertised 
product outsold the unknown and unadvertised product 
by 8 to 1. Later, with a ten dollar price differential 
against the advertised Simmons mattress, it still outsold 
the unadvertised product by a ratio of 14+ to 13. No 
pressure was used in these tests, Mr. Brightman said. 


He urged sales executives to give more thought to 
helping retailers to do more related selling. He pointed 
out that in the average department store 100 shirt cus- 
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tomers will buy 20 ties and 4+ handkerchiefs, but that 
these same 100 customers will buy as many as 60 ties and 
45 handkerchiefs when related selling is employed. Re- 
lated selling is achieved by clerk training plus speciat 
window and counter displays. 


BUSINESS STATESMAN NUMBER ONE 


Just as Bernard Baruch has long been referred to as 
our senior statesman, so is Paul G. Hoffman, President 
of Studebaker and Chairman of CED, becoming recog- 
nized as our number one business statesman. He has 
achieved that rank because he applies enlightened selfish- 
ness to the problem at hand. He is a capitalist and a 
“free enterpriser” but his tone and objectives are broad 


and liberal. 


We recommend as “must” reading the statement which 
he made in Washington on June 25th before the Joint 
Committee on the Economic Report. A copy of this may 
be obtained by writing the Information Division of the 
Committee for Economic Development, 55 West 42nd 
Street, New York 18, N. Y. From this report | list two 
samples of his thinking: 


“We believe that the best way to fortify our system 
against either frontal or flank attacks is by capitalizing 
to the fullest extent on its potentialities for the advancement 
of all our people. We should remember that there are still 
too many people whose incomes are low, whose oppor- 
tunities are limited. We should also remember that the 
ultimate test of any economic system is what it produces 
for the average man. Therefore, our answer to the critics 
of capitalism should not emphasize past accomplishments, 
but rather should take the ferm of a plan of action for 
so improving the effectiveness of our system that it will 
yield ever-increasing opportunities for more and more of 
our people. Before we can determine upon that plan, we 
should take a long, hard look at cur system to find out 
what makes it tick, what has made it strong, what its 
weaknesses are, and how they can be corrected.” 


Marketing executives will be particularly interested in 
his analysis of the forces which determine the willingness 
of customers to spend: 


“Complex as are the problems in the matter of avail- 
ability of cash and credit, they are nothing as compared 
with those which determine the willingness of customers 
and businessmen to spend and invest. Here we run directly 
into pyschological factors. Individual customers quite often 
have enough cash or credit to keep market demand stable 
but are not willing to spend this cash or credit. Paradoxi- 
cally, this question of willingness of cusomers to spend 
becomes a more significant factor with every increase in 
our standard of living. If most of us are just barely able 
to earn a minimum living, we will have little choice 
as to what we buy or when we buy it. Our money will 
go for food, clothing and shelter that we have to have 
regularly. On the other hand, the more money we have 
beyond what we must use for basic needs, the more chance 
we have to choose what we buy and the larger the number 
of purchases which we can postpone—and often do, though 
we have money in the bank. 


“What is true of the individual buyer is even more true 
of business. Business can postpone its purchases even more 
easily than individuals. Modern competition makes busi- 
ness put more and more of its money into capital goods— 
buildings and machinery, office and store equipment and 
inventories—to make possible low-cost production and to 
provide the values and services which buyers demand. 
If businesses do not make such purchases, the savings of 
both individuals and businesses cannot find their way into 
the stream of active, creative capital. But businessmen 
will make investments in such capital goods only if there 
is promise of a reasonable profit. These purchases are 
postponable. When chances of profit are dreary, they are 
often put off even though ample cash reserves are ov hand.” 
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IMPORTANT RULING ON DISCOUNTS 


A decision of the 7th Circuit Court in the case of the 
Morton Salt Co. puts the burden on the Federal Trade 
Commission to prove that there has been a violation of 
Fair Trade practices in discount schedules. 


So trom now on a seller is going to be “innocent until 
proven guilty,” if his discount schedule is usual in his 
industry, or is generally accepted in the sale of similar 
commodities. “The FTC can no longer interfere—unless 
it proves that the discounts aren’t justified by cost savings. 
In the past, few challenged sellers were able to furnish 
adequate proof, but now the FTC will have the job ot 
beating its way through the jungle of accounting tests. 


SIGNIFICANT SHORTS 


The Television Market is Expanding: 1 elevision 
today is being broadcast to regions in which there are 
25,000,000 people in eight metropolitan markets. Dan 
Halpin, RCA Victor Television Receiver Sales Manager, 
estimates that by 1948 television broadcast service will 
be extended to cover the area in which 10,000,000 addi- 
tional people live, an addition of 15 large cities. 


The Pacific Coast Scores Again: ‘There's a fascin- 
ating story in the July Fortune about the Bank of Amer- 
ica which now is the world’s biggest bank, and it seems 
to be illustrative of a trend which can be found where- 
ever you look. ‘he Pacific Coast region has gained more 
in population than any other, gained more in income 
and in retail sales. “The SALEs MANAGEMENT staff just 
finished the editorial work on a new Test Market Survey 
in which 156 national advertiser and agency executives 
named the best test markets of the country. This survey 
will be published in our September 1 issue. Not only 
does a Pacific Coast city jump to the number one spot 
as a preferred test market, but the total polled by Pacific 
Coast cities was practically double the number in a simi- 
lar 1940 survey conducted by this magazine. 


Ad Beats Editorial Features in Male Reading: 
Men readers of the January 16th issue of the /Vashington 
Farmer showed greater interest in a full-page Universal 
Jeep advertisement than in any editorial department, fea- 
ture or news story, as disclosed by the Advertising Re- 
search Foundation in announcing the results of its second 
study of farm publication readership. 


A New Angle on Pricing: Jack Aspley tells of one 
sales manager who had the problem of increasing prices 
to take care of the second round of wage increases and 
who after wrestling with the problem decided not to 
change basic list prices but to make an “add on” charge 
which the sales manager likens to a delivery and handling 
charge. Then he undertook to sell distributors on absorb- 
ing this “add on” so as to maintain retail volume. The 
idea is to eliminate the hazard traceable to pyramiding. 
A product increased from $100 to $125 at the factory 
usually means 25 per cent added to the factory price by 
the wholesaler, and 25 per cent to the wholesale price 
added by the retailer. A proper end objective is that 
prices at retail should be adjusted to bring about a 
sufficiently high consumption of goods to provide the 
volume which both manufacturer and the distributing 
organization must have to maintain satisfactory produc- 
tion, distribution and return on investment. 


PHILIP SALISBURY 
SALES MANAGEMENT 


What General Foods Is Doing 
To Build Blue Ribbon Salesmen 


BY WESBY R. PARKER - 


Gratifying results are being 
achieved from the methods and com- 
prehensive nature of the program used 
in selecting, training, and supervis- 
ing salesmen who are the retail con- 
tacts of General Foods Corp. 

This program is based on the be- 
lief that none of the three major fac- 
tors in the foundation and operation 
ot a sales organization can be neg- 
lected if its sales effectiveness is to 
be satisfactory. 

If we fail to select the right kind 
ot men for the job of selling, we can- 
not expect a good sales performance 
trom them. If we choose the right 
men but do not train them properly, 
they still will not succeed in pro- 
ducing the results we expect. If we 
tail to provide them with helpful 
supervision, the final results also will 
fall short of the desired goals. 

General Foods has _ attempted, 
therefore, to give emphasis to all three 
factors in the general operation of its 
sales personnel program. 

In the initial step of selecting sales- 
men we look for significant informa- 
tion in the prospective employe’s ap- 
plication form. For this kind of 
work, we generally prefer to start 
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men who are between 25 and 30 
vears of age. ‘Then we check each 
individual's application form to learn 
his marital status and number of de- 
pendents, for these are clues to his 
starting salary requirements. 

The form also reveals whether the 
applicant has been at least through 
high school; if he has not, we will 
then show interest in ascertaining 
whether he has a satisfactory reason 
for that failure and whether he has 
any equivalent educational — back- 
ground to offer. 

His earnings in previous jobs also 
help us to analyze whether he is on 
an “up curve” or a “down curve.” 
His financial balance sheet also may 
be significant. For example, a heavy 
insurance burden or heavy indebted- 
ness may give him financial worries 
which affect his work. 

The application form—well de- 
tailed and carefully analyzed—pro- 
vides an important screening of ap- 
plicants in the selective phase of our 
program. Only when its information 
stands in the applicant’s favor are 
we ready to go on to the next step. 

If the information of the applica- 
tion form has been satisfactory, we 
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then make use of an Interview Guide 
which the company supplies to all 
supervisory personnel who interview 
applicants for jobs. ‘This Guide is 
especially helpful to anyone who is 
not constantly in the practice of inter- 
viewing applicants because it pro- 
vides a checklist of all pertinent topics 
to be covered. 

In our case, the interview serves a 
double purpose. In following the out- 
line provided in the Guide, the in- 
terviewer imparts to the applicant 
the basic information about the com- 
pany, which helps him to decide 
decide whether he really wants the 
job. At the same time the inter- 
viewer has an opportunity to study 
the applicant’s reactions and observe 
his personality, general appearance, 
and other characteristics. 

Following a planned-type interview 
—using a tool such as this Guide— 
has these advantages: 


1. It provides the interviewer with 
additional information not found on 
the application form. 


2. It affords the interviewer a 
track to follow which will save time 
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both for himself and for the applicant 
avoiding omissions or repetition in 
the stories each wants to hear and 
the other wants to tell. 


3. It assures the applicant of re- 
ceiving all the information about the 
job he is entitled to hear. 

4. It assists both parties in form- 
ing a conclusion. 

With everything favorable up to 
this point, we still feel it is wise to 
double check our thinking by making 
a test to indicate whether the pros- 
pective salesman has sufficient mental 
ability to do our kind of sales work. 
For this purpose we use the Wonder- 
lic Personnel ‘Test. This requires 
approximately 12 minutes, and the 
score of the applicant is an excellent 
guide to his mental ability. 

‘The last three steps are really con- 
firmations of what is already a favor- 
able judgment on a man. ‘These pro- 
vide for a character and credit report, 
a bond application, and a_ physical 
examination. 

We use the Retail Credit Com- 
pany'’s Amplified Personal History 
service, and for a standard fee obtain 
a report from former employers and 
people in the applicant’s own resi- 
dential neighborhood. 

However, unless we are already 
definitely planning to hire the appli- 
cant on the basis of information and 
impressions gained from the applica- 
tion form, personal interview, and 
mental ability test, we omit the credit 
report, bond application, and physical 
examination. 

After the new man has been hired, 
a caretul effort is made to equip him 
with the kind of information about 
the company which will help him 
to understand the reasoning behind 
its policies, structure, and operations. 

‘The new employe is provided with 
a “Fact Book.” This outlines our 
procedures and personnel policies, and 
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supplies him with much of the infor- 
mation every employe desires, such 
as hours, overtime, holidays, evalua- 
tions, and company publications. 

Additional booklets used in the 
induction phase of training include 
“A Friend of the Family,” which 
describes the evolution of the com- 
pany, and “Employe Relations in 
General Foods,” a statement of our 
basic personnel principles. We also 
provide the new employe with book- 
léts dealing specifically with the com- 
pany’s retirement plan, group life in- 
surance plan, group hospitalization 
plan, annual report, and a chart of 
the organizational structure. 


Basic Training Guide 


Confident that we have not only 
selected the best man available for the 
job and that the material provided for 
his induction has dealt adequately 
with every requirement for orienting 
him quickly to the company, we are 
then ready to begin his actual train- 
ing for the specific job which has 
been ear-marked for him. 

While the Training Department— 
which is a part of the personnel sec- 
tion of the Sales Division—recom- 
mends the complete training program 
to be followed and develops the train- 
inig aids used, the actual training is 
done by the district sales management. 

Here, the man assigned to serve as 
trainer makes use of a Basic Training 
Guide which outlines a program of 
instructions to cover a period of about 
two weeks. ‘The trainer is advised, 
however, to tailor the program to fit 
the individual trainee. 

‘The training guide provides a 
checklist for the trainer to make sure 
no step is overlooked. It also lists 
the material required, provides space 
for the trainer’s comments as_ he 
observes and checks the trainee, and 
finally becomes a permanent part of 
the company’s personnel records. 


The cornerstone of the retail sales- 
man’s basic training is his study and 
mastery of information contained in 
a Retail Sales Manual and in a 
Product Manual. both of which are 
given to him for the next stage of the 
training program. 

In these manuals the company 
places emphasis on (1) the art of 
selling, (2) the products to be sold. 

The Sales Manual is broken down 
into three parts: the selling job, the 
merchandising job, and the over-all 
administration of the salesman’s job. 

The Product Manual summarizes 
the pertinent facts about each of the 
General Foods products, not over- 
looking various “‘selling tips” which 
are applicable to them. 

In addition, we provide the new 
salesman with a short training period 
in the preparation of foods based on 
recipes developed in the company’s 
kitchen laboratories. 

‘To supplement the study of the 
Retail Sales Manual, a series of mov- 
ing pictures and slide films has been 
produced visualizing important fac- 
tors of the retail: salesman’s job. Each 
film highspots a chapter in the manual 
and helps to anchor in the trainee’s 
mind such important details as how to 
obtain tie-in advertising, how to ob- 
tain favorable shelf location, how to 
win consent for setting up sales dis- 
plays, how to set them up, how to 
make a sales presentation to the pro- 
prietor of a retail outlet, and how to 
maintain effective pricing. 

After the salesman has studied the 
manuals and has seen the films, his 
completion of this phase of the course 
is noted in the Basic Training Guide. 

The trainee then is ready to begin 
his selling job, and at this point his 
immediate supervisor, the district 
representative takes over. 

The basic training program is 
rounded off with the retail salesman 
observing how the district representa- 
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tive goes about a typical retail day’s 


work—makes sales __ presentations, 
builds displays, obtains tie-in adver- 
tising, and polices stocks. ‘This 
learn-by-observing is done in the same 
territory to which the new salesman 
will be assigned. 

After gaining confidence by watch- 
ing the district representative ‘show 
how,” the salesman is allowed to try 
his own hand at the same duties— 
while the supervisor steps back into 
the position of an observer. This con- 
tinues until the supervisor is confident 
that the salesman is capable of carry- 
ing on alone. 

Specific training for specific objec- 
tives is the next step of the training 
program. This is done in what we 
call “assignment conferences.” 

With 46 products in our present 
line we find it desirable to concentrate 
a considerable part of our sales and 
merchandising efforts for limited pe- 
riods on one or two products. We 
call such concentration “Assigned 
Product Campaign.” 

In starting one of these campaigns, 
an assignment conference is held by 
each district representative, during 
which specific training is given in 
relation to products which are about 
to be “pushed.” 

During the assignment conference 
the products and objectives of the 
campaign are outlined first. Also, all 
selling data concerning them are dis- 
cussed, and the various display ma- 
terials, advertising and other mer- 
chandising aids are presented. 

In the second phase of the confer- 
ence the sales talk to be given by the 
salesmen to the grocers is built by the 
salesmen themselves. This is charted 
and discussed until it has been stream- 
lined to a short, fast, effective pres- 
entation which will enable the grocer 
to see surely and quickly the advan- 
tages of merchandising the products 
which are featured in the campaign. 
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In the third phase, each salesman 
at the conference practices the pres- 
entation—using another salesman as 
his ‘‘prospect’—while the others lis- 
ten critically and make suggestions. 

These conferences enable the sales- 
men to study and assimilate all de- 
tails of the special campaign tactics 
as developed under the eye of the 
district representative. 

The continuing part of our pro- 
gram is called “Work Review and 
Work With.” ‘The core of it is su- 
pervision. 

Once each month the district rep- 
resentative devotes a half day to a 
review of stores on which the retail 
salesmen called the previous day. 


Follow-Up New Men 


Through such’ supervision any 
weak spots in the salesman’s tech- 
nique may be detected, and special 
problems of customers may be dis- 
cussed, 

The following day the district rep- 
resentative works with the salesman 
when calling on customers—observ- 
ing the salesman’s presentations, how 
he carries out assignments, and_ his 
general merchandising efficiency, in 
the light of the previous day’s dis- 
cussion. 

At the conclusion of this day and 
a half of Work Review and Work 
With, the district representative and 
the salesman again sit down for dis- 
cussion. “They consider what was ac- 
complished and the specific problems 
of specific stores. 

Stores that were well merchandised 
and those that were not are both 
reviewed. ‘The salesman is encour- 
aged to discuss any problems he has 
encountered since the previous work 
review. Suggestions are made for fu- 
ture improvement, and he is given 
help on any weak points. 

Such follow-up supervision — pro- 
vides the district representative with 


a constant check on the salesman’s 
eficiency—and provides the salesman 
with a constant source of suggestions 
and help on the job. 

One of the special merits of the 
kind of sales program used by Gen- 
eral Foods is that it not only takes 
care of new salesmen but provides 
a flow of help even for the veterans 
of salesmanship. Even the most ex- 
perienced salesmen function better 
when competent supervisory personnel 
provides a systematic schedule of ob- 
jectives and follows a reviewing tech- 
nique to assure the schedule will be 
followed and the objectives attained. 

Thus, in our case we find the best 
results are obtained by a program 
which is sufficiently comprehensive 
not only to handle the matter of 
selecting and training the new sales- 
man, but also to follow through with 
continuous support from the side-lines 
for all salesmen. 

We believe those results can be 
accomplished best by a_ formalized 
program—having definite objectives, 
a basic standard or pattern of meth- 
ods, and with the responsibility for 30 
administration clearly and specifically 
defined. However, every phase of 
the program is flexible enough to per- 
mit supplementary “fittings” to match 
each individual. 

We believe also that no sales pro- 
gram can achieve maximum results 
unless it includes careful plans for 
rewarding its personnel with upgrad- 
ing or promotion for demonstrated 
merit. Moreover, such rewards must 
be based just as soundly—as free 
from haphazard decisions—as is the 
original decision on the selection of 
a salesman. 

Nor is it sufficient merely to have 
a sound system of measuring and 
rewarding merit. It is also important 
for the personnel to snow that such 
a system is in use, and to appreciate 
the manner in which it functions. 
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In the case of General Foods, it 
has been our policy for years to en- 
deavor to make all promotions from 
within its own ranks. 

However, in an organization of 
our size and type it is necessary to 
have more than merely the policy. 
Accordingly, we have implemented 
that policy with a planned procedure 
termed a Promotional Candidate 
Plan under which qualified men are 
upgraded as vacancies occur. 

This plan breaks down into three 
main steps: 


1. Every man is regularly ap- 
praised, and when in the judgment 
of his supervisor he appears qualified 
for a higher level of work he is 
recommended for promotion. This is 
the recommendation step—creating a 
reservoir of promotion prospects. 


2. The next step is give the man 
specific training for the position or 
positions for which he has been rec- 
ommended. 


3. The final step — selection — 
comes when a vacancy occurs. At 
this time all of the men who have 
been recommended as _ promotion 
candidates are reviewed and the most 
deserving candidate is rewarded. 


Every salesman knows he is con- 
stantly being measured by his super- 
visor, with regular appraisals entered 
on our employe evaluation form. This 
is done at least once every year for 
each man in the organization. 

In turn, these records are seen 
also by higher executives, so that a 
man of outstanding ability can be 
spotted in some other locality even 
when no opportunity for advancement 
exists in his own area of endeavor. 

The Work With and Work Re- 
view reports are regular appraisals 
of each man’s job performance. In 
addition, every salesman makes a daily 
report of his work, and these reports 
are summarized every two or three 
weeks to provide a good comparative 
record of each man’s achievements. 

Through the sales personnel pro- 
gram at General Foods we feel that 
we are achieving not only the kind 
of sales results that are the first and 
most important evidence of effective- 
ness, but also that we are building 
and maintaining a stability in the 
personnel itself. 

In taking the steps involved in this 
program we are not only assuring 
success of the selling effort as a whole, 
we are also coming as close as we 
are able to assuring the success of 
every individual in it. That makes 
not only for job results but also for 
a high level of job satisfaction. 
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Organization that Builds 
More Productive Salesmen 


BY WILLIAM RADOS 


Behind every hard-hitting, productive selling team there 
is a management structure which sets policies, administers, 
and integrates six specific functions. Properly provided 
for, they constitute a fully rounded man-building platform. 


Talk with any progressive execu- 
tive and you will find that he has 
dreams. Of such desirable objectives 
as High Volume Sales in Competitive 
Market, Stabilized Earning Power, 
Low Selling Cost, Low Cost of Dis- 
tribution, Keeping the Factory Oper- 
ating at Capacity. Industry Leader- 
ship for his company. Sweet dreams 
can become very real if—if the sales 
organization concerned is really out- 
standing. And these words ‘“‘Out- 
standing Organization” include the 
wholesale and retail channels through 
which the product moves to final con- 
sumption. 

‘To make dreams come true calls for 
no magic—mainly know-how. Spe- 
cifically, a company’s methods and 
policies of hiring and developing 
salespeople should be at least as good 
as, and preferably better than, the 
sales personnel policies and proced- 
ures of competitors. 

For instance, the personnel func- 
tions which deal with the building 
of an outstanding sales force can be 
grouped under six major headings 
dealing with (1) recruiting and se- 
lection; (2) sales training; (3) man- 
power audits and evaluation; (4) in- 
centives, both financial and non- 
financial; (5)  sales-making tools; 
(6) field supervision and leadership. 

The following checklist should be 
of special interest to sales executives 
who pass upon budgets and plans 
dealing with the rebuilding of their 
own or distributor organizations. It 
helps in these ways: 

1. Suggests the desirability of cen- 
tralizing all matters dealing with 
sales manpower policy and planning 
under one qualified individual. 

2. Suggests that the term “Sales 
Training” be confined to matters re- 
lating primarily to instruction and 
education; for the over-all field of 
sales manpower administration a more 
correct term might be “Sales Per- 
sonnel Management.” 

3. Aids in obtaining recognition, 
as well as backing and a budget for 


the six most important functions. 
+. Prevents overlooking important 
manpower building functions. 

5. Outlines those functions which 
properly belong in the field of sales 
personnel management as contrasted 
with advertising, sales promotion, 
merchandising, public relations, prod- 
uct design, packaging, market re- 
search, distribution policies, etc. 

6. Suggests a yardstick for use in 
the selection of qualified consultants 
and management engineers. 

7. Suggests qualifications to be 
sought in the assignment or hiring 
of a “Training Director.” (Sales 
Personnel Director) 

8. Aids in setting up both long- 
term and short-term plans for man- 
power development, which together 
result in a complete plan leading to 
the building of a permanently suc- 
cessful sales organization. 

Study the diagram on page 41 and 
the importance of the “Big Six’’ be- 
comes apparent. At the top, symbolic 
of its prominence in the eyes of stock- 
holders, is the box of tangible results. 

Next in importance, comes the 
ways by which these desirable results 
are attained. The circle lists the 
“Big Six,” which with their related 
functions, comprise the whole of mod- 
ern sales manpower management. If 
you have excellent programs in all 
six areas, you can feel satisfied that 
you are doing everything possible to 
build the finest sales organization in 
your competitive situation. 

The variety of skills, interests and 
abilities required in the design, pro- 
motion and administration of the 
“Big Six’ are indicated at lower 
right. At lower left we see that these 
same “Big Six” apply to all elements 
of a distributing set-up. 

Larger corporations should have no 
difficulty. However, it is the small 
manufacturer, wholesaler, chain, or 
utility which has a problem. ‘The 
small organization needs a superior 
selling force. Often, this is the only 
genuine asset possessed. 
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Outline of Functions 


For a Modern 


“Manpower 


Department’ 


1—PLANNED SELECTION—"Pick Star Salesmen.” 


I. 
2 
4 


oc uw 


. Plans for 


Job analysis. 


. Success specifications. 


Manpower quotas. 


. Recruiting plan, presentation of salesman career oppor- 


tunity . 


. Reinstatement of veterans. 
. Sources of future salesmen. 
. Design of salesman selection plan: 


(a) Interviews 

(b) Investigations 

(c) Physical requirements 
(d) Aptitude testing 
(e) Application blank 
(f) Hiring procedure 
selection of installers, merchandising men, 
servicemen, displaymen, delivery men, receptionists, sales 


clerks, sales engineers, and others contacting customers. 


. Termination and turnover analysis. 


2—COMPREHENSIVE TRAINING—'"Teach a man 
how to make a good living selling a large 
volume at a satisfactory profit.” 
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Find out what the salesman needs to know. (Job analysis 
above) 


. Learn selling problems first-hand. 

. Learn laws of salesmen learning. 

. Learn good salesman teaching principles. 

. Create the necessary instruction materials (manuals, 


courses, meetings, schools, films, charts, etc.) 


. Subjects should cover all phases of salesman's job: 


(a) Product manufacture 

(b) Product application 

(c) Principles of salesmanship as applied to specific 
product, company and industry 

(d) Management of salesman's time 

(e) Relations with customers, salesmen, superiors 

(f) Company policies and procedures 


. Test training plan. 
. Establish methods of measuring results. 
. Plan training for non-selling personnel who contact cus- 


tomers. 
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COMPANY OBJECTIVES 


@ Maintenance of satisfactory earning power 
© Establishment of sales leadership position 


greatly facilitated by 


Building 


of the 


BEST SALES 
ORGANIZATION 


FUNCTIONS APPLY TO: || SKILLS and INTERESTS 
1- sales employees REQUIRED: 
| 2-field sales managers /- Research 
3-non-selling employees | 2- Creative 
who contact customers | 3- Promotion 
4-dealer and distributor || 4- Instruction 
|__ personnel | 5 - Administration 


3—APPRAISAL—"'How good is your manpower?" 


sO oh WN — 


. Set up performance standards. 

. Plan of objective rating of established personnel. 

. Comparative ratings of branches or sales divisions. 
. Manpower audits of distributor organizations. 

. Repeat periodically at 3- to 6-month intervals. 

. Follow-up with individual development of salesmen. 
. Annual review of salesmen. 


4—INCENTIVES AND MORALE BUILDING—"Rec- 
ognition, opportunity, security.” 


Evaluation of each class of job; salary, and compensation. 


2. Compensation plans. 


NOMhw 


. Salary administration. 
. Contests. 


Union considerations. 


. Knowledge of Government training subsidy programs. 
. Salesman accessibility to management for relief of morale 


disrupting conditions. 


. Enthusiasm and morale’ building. 


5—SALES MAKING TOOLS—"A sales tool should 
be designed to get orders, not merely show." 


S 
2 
> 


4. 


Research to determine needs. 

Design tools that salesmen will use. 

Test in rough form salesman's kits, manuals, samples and 
models. 


After presenting to salesman follow up to assure full use. 


6—BETTER FIELD SALES MANAGEMENT—"Good 
leadership is priceless" 
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. Job analysis. 

. Success standards. 

. Promotion policy. 

. Spotting tomorrow's managers. 

. Visualize future needs. 

. Selection of managers. 

. Appraising existing managers, 

. Management controls and tools. 

. Training in techniques of management and human rela- 


tions. 
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OUT OF THE PRESENT... comes the future. So says W. H. Worrilow 
(center), president, Lebanon Steel Foundry. Good Community Relations are 
built of many things, not the least of which is a fine educational background for 
all members of the community. And Worrilow knows that it is Management's 
responsibility to show a guiding hand in the community itself. His was no silk 
stocking beginning. At 13 he had to quit school for economic reasons. But his 
two best teachers helped him continue his education. Now at the forefront of 
Industry, Worrilow remembers his early struggles to improve himself, still finds 
time to work with school officials. When local teachers were fighting for better 
salaries he let them use his endorsement in newspapers . . . To help businessmen 
and educators understand each other he calléd meetings between the two 

Worrilow has learned by doing—not by sitting in an easy chair. He likes to go 
where things are happening, keeps active in all community activities. Listening 
to his ideas are (left) Dr. H. C. Moyer, superintendent of county schools, and 
Dr. H. S. Bolan, who penned the story concerning Mr. W’s. activities on p. 124. 


GASOLINE IN A HORSE... . doesn't make it a tractor, 
insists Alfred Politz. The vital Mr. P. shuns half-way 
measures like the Plague—which helps explain why he’s 
been handed this year’s American Marketing Association’s 
Award for Leadership in Marketing. Head of the national 
research organization which bears his name, Al Politz once 
made news by revolting against the traditional sampling 
methods, where the interviewer was allowed to select re- 
spondents at will. His exposure of biased results and his 
development of completely new sampling techniques were 
matters which caused a tidal wave of controversy among 
die-hards in the field. So was his crusade to take the gob- 
bledygook out of mysterious research terminology—If the 
basis of statistics isn’t sound enough to be explained and 
understood, the statistics themselves are likely to be just so 
much sales conversation, says he. On the extra-curricular 
side he composes music for the organ as an escape from 
statistics. By the way—he can walk on his hands, too. 
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DYNAMIC... .is the word for the Boss at Haire Publi- 
cations. Over there genial Andrew J. Haire—who turns 
out 11 business magazines and 18 directories—sits in the 
driver’s seat. The Haire employes seem to think he’s a neat 
cross between Father Confessor and Santa Claus. Aside 
from that he’s notorious for getting three man-sized jobs 
done simultaneously. ‘Twice president of the Rotary Club 
ot New York, currently holding down a vice-presidency 
of the Advertising Club of New York, he’s taken on the 
presidency of Associated Business Papers, Inc. How does 
he do it?—six hours sleep every night, a couple of hours’ 
work at an hour when even self-respecting birds are still 
unconscious. Andy Haire got into publishing by a fluke... 
A Cornell grad in Electrical Engineering to begin with. 
he had several years with the N. Y. Central. ‘Then he put 
some money into his brother’s publishing venture. Blithely 
changed horses in midstream when he discovered he was 
making more money in publishing than at engineering. Says 
you should have heard his fellow-engineers hoot when he 


started a corset magazine. The tune’s a different one now. 


They're In the News 


DESIGNS FOR BUSINESS ... [Ihe Brothers Mogu- 
lesco, Maurice (with the mustache) and Joseph hail from 
South Carolina, suh—born and bred in the Okra patch... 


And if you've deluded ‘yourself into a supposition that 
Southerners are lacking in business or creative accumen, 


discard it. “These two will design a building, furnish it, 


decorate it to the last wastebasket—all to your specific needs 
or product. They also convert waste space into attractive 
showrooms, redesign and refurnish existing space, with happy 
results at the cash register. On their staff are a bevy of archi- 
tects, designers, decorators—the brothers coordinate each 
specialist’s work. Maurice, the older, the aesthete of the 
twosome, studied Law. The Depression ordained a hasty 
change of plans, threw him into a sales berth with a display 
business. He learned the operations, set up for himself. 
Out of his venture grew Designs For Business, Inc. Joe 
came Nawth to study at N.Y.U., stayed to join forces with 
Maurice. He's the businessman of the combo. Clients: 
du Pont, Holeproof Hosiery, Flintkote Corp., and others. 


By Harry Woodward, Jr. 


Profits-in-Boats Plan Swells 


Ranks of Socony Marine Dealers 


BY EDITH KINNEY 


The small craft market is booming. And Socony is groom- 


ing dealers on how to snare a larger share of volume. The 


company offers an A-to-Z program, from station design to 


merchandising and promotion aid, urges, ''Get aboard!" 


Remember when golf was “only a 
rich man’s game?” And what hap- 
pened to it? Another “rich man’s 
sport,’ yachting, may be due for a 
similar, although less _ spectacular, 
popularization. 

Small boats are in demand. ‘The 
extent of interest in small craft was 
indicated at the first peacetime Na- 
tional Motor Boat Show in New 
York City last year. More than 
200,000 boat fans flocked to the show, 
leaving behind them orders estimated 
at about $10 million. 

It’s on this steadily rising market 
that Socony-Vacuum Oil Co., Inc.. 
has been focusing its Marine Station 


44 


Development Program. 

About two and a half years ago, 
Socony-Vacuum decided to build a 
sales plan to help Mobilgas marine 
dealers capitalize on the expanding 
small craft market—and at the same 
time, promote new outlets for So- 
cony’s line of marine products. Im- 
mediately, the company established 
small craft representatives in each 
division. ‘Through district managers 
and salesmen, these men supervised 
the presentation of the plan to marine 
dealers in their territories. 

Since the program was launched in 
January, 1945, Socony has increased 
its marine outlets 24%. The com- 


pany now claims a roster of about 
800 operating Mobilgas dealers. 

Here’s how the plan works: 

Springboard of the entire setup is 
an easel-presentation manual titled, 
“Small Craft—Big Profits: The So- 
cony-Vacuum Plan for the Mobilgas 
Marine Dealer.” ‘The manual points 
out to marine station operators that 
there have always been profit oppor- 
tunities in the small craft field—that 
it was “big business’ before the war, 
and that boat building is expected to 
increase at least 176% over 1940 
during the first normal post-war year. 

Charts indicate that the number ot 
boats on the waters jumped from 
about 400,000 in 1938, to 750,000 
in 1945, 

In 1941, almost three-quarters of 
a million motor boats needed serv- 
icing. They used more than 225 
million gallons of gasoline. 

The number of boats is expected 
to increase from a total of 1,124,189 
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NOT JUST A JIG SAW PUZZLE... but a 
slick idea for modernizing docks. Socony 
drawings and “put-them-together-yourself” 
units do the trick. Drum-type setup (left), 
Balboa, Cal., is typical small station design; 
ayout at right, sumptuous yacht club. 


annually, pre-war, to 2,246,740 an- 
nually, post-war. ‘This estimate in- 
cludes pleasure cratt (outboards, in- 
boards, cruisers) and small commer- 
cial craft, including fishing boats. 
Of this total, according to Socony 
estimates, outboards alone will climb 
trom 611,000 to 1,500,000. 

‘The presentation emphasizes that 
boat owners will expect the type of 
from their marine station 
operators that they have learned to 
expect from their automobile service 
stations. Socony urges dealers to 
plan ahead, to improve the appear- 
ance and facilities of their boating 
headquarters, to take advantage ot 
Socony’s eight-point plan for the 
\lobilgas marine dealer—a_ plan 
which offers: 

1. New modern plans for improv- 
ing dock and harbor facilities. 

Strong, attractive station iden- 
tification. 

3. Advice on service equipment. 

+. Product leadership. 
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5. Complete line of marine prod- 
ucts. 

6. Expert lubrication and fuel en- 
gineering service. 

7. Business-building sales promo- 
tion and merchandising aids. 

8. Strong national advertising. 


1. Modern Dock and Harbor Fa- 
cilities: Number-one point in the 
Socony project has been comprehen- 
sively worked out, to the. tiniest, 
exacting detail. As a service of this 
portion of the program, Socony offers 
marine dealers a survey of their dock- 
ing facilities, a plan for modernizing 
present buildings or constructing new 
sales stations, a design for modern 
service boats or barges, assistance in 
planning a “Marina”... boat basin 

, layout. 

In conjunction with this aspect of 
the Socony plan, the company has 
prepared a tool to aid salesmen and 
dealers in redesigning old stations or 
constructing new ones. Called ‘‘Ma- 
rine Station Development Program,” 
the manual presents architects’ draw- 
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ings (in color) and plans for eight 
typical marine stations, as well as 
special designs for the unusual type 
of station. ‘Typical stations range in 
size and function from the smallest, 
containing barest essentials, to the 
most luxurious yacht club setups. 


A unique feature of the sales kit 
is its set of colored, laminated plas- 
tic units, simulating in miniature, and 
to scale, the various elements included 
in the architects’ plans for typical 
marine stations. ‘Thus, if a dealer is 
not quite satisfied with the typical 
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stations as designed by Socony archi- 


tects and engineers, the Socony sales- 
man merely opens up his envelope of 
“jig-saw puzzle’ station sections, and 
“builds” a station custom-tailored to 
the individual desires of the dealer 
involved. 

And, to make the job even simpler, 
the manual includes tables of esti- 
mated costs which are so well worked 
out as to enable the salesman to tell 
the dealer the approximate cost of 
building the type of station he wants. 
For example, one table lists the costs 
of individual elements—such as a 
shower room, a snack bar, a powder 
room, a pump room, a sales room and 
lounge. Another table lists the total 
costs for building the complete sta- 
tions as designed by Socony archi- 
tects, in seven representative cities, 
as of January, 1946. 

Suggested construction details are 
made available to dealers in blueprint 
form. These drawings suggest ma- 
terials and ways of putting them to- 
gether to obtain the desired appear- 
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ance and serviceability at minimum 
cost. 


2. Strong Station Identification: 
To attract attention of boat owners 
to the products and services offered, 
Socony has designed marine signs, 
banners, displays and pumps, which 
capitalize on the brand-name value of 
“The Flying Red Horse.” 

3. Efficient Service Equipment: 
To assist dealers in giving boat own- 
ers fast and dependable service, So- 
cony offers an analysis of individual 
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“BIG PROFIT AHEAD ... ," George 
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requirements as to service equipment 
and facilities. “Through contacts with 
manufacturers, the company can keep 
marine dealers informed of the new- 
est types of dispensing equipment. 


4. Product Leadership: In addition 
to Socony brand acceptance in the 
automotive and aviation fields, the 
company ofters dealers a backlog of 
79 years’ experience in the marine 
field. Socony-Vacuum’s fuels and 
lubricants have been used and en- 
dorsed by leading racing boat drivers, 
as well as engine and boat builders. 


5. Complete Line of Marine Prod- 
ucts: ‘I’o assure dealers that they will 
be able to service their customers 
completely, Socony-Vacuum carries a 
full line of products for practically 
every small craft purpose—from gaso- 
line, diesel fuel, marine lubricants 
and grease, to window spray, spot 
remover, and marine fenders. 


6. Expert Lubrication and Fuel 
Engineering Service: Socony-Vacuum 
petroleum engineers are prepared to 
provide when complicated 
lubrication or fuel problems arise. 
Dealers receive technical bulletins 
periodically. One of the most useful 
aids devised under this phase of So- 


assistance e 
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Maxwell, Socony small craft manager, 
points out to prospective dealer. 
With the aid of an easel presenta- 
tion, he emphasizes, "One way to 
cash in on this mushrooming market 
is to go along with Socony-Vacuum's 
eight-point 


marine program. 


cony’s marine program, is the Mobil- 
oil Marine Chart of Recommenda- 
tions. It lists the make, models, and 
year of manufacture for every gaso- 
line and diesel marine engine, with 
the crankcase capacity and correct 
type of lubricating oil recommended 
tor each. A special section of the 
chart is devoted to outboard engines, 
and the ratio of oil to gasoline mix- 
ture is specified for each model manu- 
factured. 


7. Sales Promotional and Merchan- 
dising Aids: Just as soon as a dealer 
signs his Mobilgas Marine Franchise, 
he derives advantages from Socony- 
Vacuum’s sales promotion program. 
He receives the company’s monthly 
Marine Dealer publication regularly. 
This contains news and merchandis- 
ing information for building sales. He 
is furnished with a supply of product 
pamphlets, cruising maps and harbor 
guides, engine booklets and tide cal- 
endars for his area. He also receives 
general publications about boating 
which he distributes to his customers 
—‘ “Taking the Bumps out of Boat- 
ing,’ “Your Outboard,” “All at 
Sea,” etc. Socony-Vacuum _be- 
lieves it’s wise to provide its marine 
dealers with the type of promotional! 


material that will build good-will and 
future business. 


8. Strong National Advertising: 
In addition to Socony-Vacuum’s 
national advertising via newspapers, 
magazines, radio, and outdoor pos- 
ters, from which all Socony dealers 
benefit, the company is continuing its 
extensive marine advertising program 
in boating publications. Ad insertions 
in Boating Industry, Fishing Gazette, 
Motor Boating, Rudder, and Yacht- 
ing reach about 86,000 fans monthly. 

To aid salesmen in administering 
this eight-point plan, Socony-Vacuum 
has prepared a “Bible” of operations: 
a conveniently indexed Small Craft 
Manual. It embraces background in- 
formation on the small craft market 
and its significance, as well as spe- 
cific statistics on the market, which 
has been surveyed division-wise. And 
it includes sections on the develop- 
ment of outlets, station equipment, 
marine products, prices, sales promo 
tion and advertising. 

An important feature of the sales 
manual is the “coordinated sales pro- 
gram” for salesmen and dealers. It 
is, in reality, an outline of the busi- 
ness procedures to be followed for a 
full year. It has been prepared on a 
seasonal basis, and arranged ‘in item- 
ized form, with references indicating 
where salesmen may find answers to 
various dealer and consumer prob- 
lems. In addition to the suggested 
seasonal sales plan for the salesmen 
and the small craft dealers, the co- 
ordinated program also presents a 
daily work schedule for dealers. This 
is simply a \Monday-through-Sunday 
routine for dealers to follow. 

For example: Monday: Put out 
display racks and fire extinguishers, 
clean boat docks, order supplies. 
Tuesday: Put out display racks and 
fire extinguishers, clean boat docks, 
hose down tender, check locks on gas 
tanks . . . etc. In other words, 
Socony-Vacuum is trying to train 
dealers to do certain jobs daily and 
regularly, and supplement these tasks 
with others which must also be done. 
In this way, Socony hopes to build 
better, more efficient outlets. 

That the program is progressing 
rapidly toward Socony’s goal is in- 
dicated by the many requests received 
for the company’s manuals and ma- 
rine station development program. 
Comments George E. Maxwell, man- 
ager of the Marine Sales Depart- 
ment’s Small Craft Division: “Re- 
quests for the marine station develop- 
ment program have come in from 
South America and several European 
countries. The latest request is one 
from the Royal Jamaica Yacht Club, 
Kingston, Jamaica.” 
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Business knows an easier way to fashion a sales curve than hitting a 
market cold. Consistent advertising on Champion paper preheats a prospect’s interests and pounds 
out better profits. In Champion’s three great mills, fine paper races off nineteen giant paper machines 
at the rate of two million pounds per day. Tons of coated and uncoated for letterpress and offset, cov- 
er, business papers, envelope, post card, high finish package wrap, papeterie. These constitute a line of 


such completeness, value and popularity that even this great output never quite overtakes demand. 


ux CAemyprive Tiga AND FIBRE COMPANY... HAMILTON, OHIO 


Manufacturers of advertisers’ and publishers’ coated and uncoated papers, bristols, 
bonds, envelope papers, tablet writing and papeterie . . . 2,000,000 pounds a day 
MILLS AT HAMILTON, OHIO...CANTON, N. C.... HOUSTON, TEXAS 
NEW YORE «+ CHICAGO + PHILADELPHIA - DETROIT + ST. LOUIS - CINCINNATI + ATLANTA - SAN FRANCISCO 


District Sales Offices 
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A Pension Plan Is Applied 
To Commission Salesmen 


Alexander Film Company salesmen can now look forward 
to a monthly retirement income at age 65. This planned 
savings program helps in recruiting qualified men for 
the sales force, lessens turnover, encourages stability. 


What with the trend in salesmen’s 
pension plans gaining importance,* 
one plan now in operation and which 
is stimulating greater production is 
the planned savings program which 
provides retirement funds for 120 
straight-commission sales experts of 
the Alexander Film Co., Colorado 
Springs, Colo. 

In October, 1945, the Alexander 
company extended its employe Pen- 
sion ‘Trust Plan (a combination of 
standard annuities and planned in- 
surance) to members of its sales staff. 
Under the plan salesmen are build- 
ing up a retirement fund which will 
provide an income computed at the 
rate of $10 a month for each $1,000 
of earnings, based on a five-year aver- 
age. 

Many years ago Alexander man- 
agement decided that a pension plan 
for inside staff miembers and the field 
force was desirable to provide accum- 
ulated benefits for long-time employes 
and reasonable security in their old 
age—a plan which would encourage 
members to save a portion of their 


earnings and offer some protection to 
their families in case of death before 
retirement. 

A committee was designated to in- 
vestigate various plans in operation 
and to determine which plan would 
best suit its purpose. A life insurance 
plan seemed to offer maximum safety 
for funds invested, and an insurance 
specialist was invited to assist com- 
pany executives in setting up a pro- 
gram which would meet with ap- 
proval of the United States Treasury 
Department. 

The Pension Trust Plan was estab- 
lished for inside members in 1941, 
but it was not until 1945 that a 
similar plan could be worked out for 
the company’s commission salesmen. 

Each Alexander salesman is eligible 
to join the Plan after five years con- 
tinuous service. When the salesmen 
were bulletined, 90% of those eligible 
promptly made application. The 
other 10% were skeptical, but once 
they understood the details they, too, 
signed up. At the present time about 
half the entire sales staff is enrolled; 


MASTERS IN SELLING: In addition to pension benefits Alexander salesmen 
receive bonuses for extra sales efforts. Most sought-after is the Master Salesmen's 
Club which offers the top five men one-half of 1% of their year’s net volume. 
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others will become eligible this year. 

The Plan enables the men to re- 
tire at age 65, or within 10 years 
from date of enrollment, with a 
monthly income for life. ‘The amount 
of income is determined by average 
annual earnings over the five-year 
period prior to retirement, at the rate 
of $10 for $1,000 of earnings. Pen- 
sion benefits are adjusted on each 
anniversary date— December 31. 
Thus, the retirement benefits are in- 
creased in proportion to earnings in- 
creases. 

Insurance policies guarantee the 
pension payments. In addition, every 
insurable member of the Plan also 
receives standard life insurance bene- 
fits from these policies. 

Even families of the uninsurable 
are protected. Cash value of these 
annuity policies builds up rapidly. 
At the end of a five-year period the 
cash value approximates the death 
benefits. Policies provide that if such 
a member should die before retire- 
ment, the sum of all premiums paid 
prior to death or the cash value of 
the policy, whichever is greater, will 
be paid to the beneficiary. 

If a salesman leaves the company 
after being a member of the Plan for 
five years or more, ownership of the 
entire policy taken out for his account 
will be transferred to him and he may 
assume responsibility for full pre- 
mium payments, take paid-up insur- 
ance for the amount due, or surrender 
the policy for its cash value. 

What does the Plan cost? Salesmen 
pay only half the cost, with the com- 
pany matching each yearly payment 
dollar for dollar. In 1946 the total 
premium payment amounted to 
$31,000 and it will be higher in 1947. 

Dividends payable on the insurance 
policies, beginning at the end of two 
years, are applied toward reduction 
of premiums. 

All insurance policies are held by 
the Trustee, a local bank. A commit- 
tee appointed by the board of direc- 
tors of the company administers the 
Plan. Payments are made annually 
by the company, one-half being 
charged to salesmen’s commission ac- 
counts. The Internal Revenue De- 
partment rules that the amounts con- 
tributed by the company do not con- 
stitute employe income, therefore they 
are not subject to income tax. 

The company reserves the right to 
modify or discontinue the Plan at any 
time. If, however, the Plan is modi- 
fied or discontinued members will re- 
ceive full benefit of all payments 
made by the company and the mem- 
ber. 


*See “Why Salesmen’s Pensions Are 
Gaining Popularity,” June 1, 1947, SALES 
MANAGEMENT. 
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Taking moving pictures 


of human vocal cords 


COURTESY OF THE NATIONAL GEOGRAPHIC SOCIETY 


SAY "AH-H-H" TO THE BIRDIE ... This Bell Telephone Laboratories scientist 
is taking moving pictures of the young woman’s vocal cords, to get new knowl- 


edge about the voice. Such knowledge is useful in telephone transmitter design. 


He is using a Fastax camera, developed by the Laboratories. This camera, the 
same kind that was used to photograph atom-bomb tests at Bikini, can operate 


up to the rate of 8000 pictures a second. 


Bell Telephone Laboratories learned some interesting things about speech from 
i ~ & fF 


high-speed pictures of vocal cords. 


The job of Bell Laboratories is to 
devise and develop facilities which 
will enable two human beings any- 
where in the world to talk to each 
other as clearly as if they were face 
to face 


and to do this economically 


as well as efficiently. To this end, 
Bell Laboratories study everything 


from the most fundamental matters, 
such as the mechanism of speech 
and hearing and the molecular struc- 
ture of copper wire and rubber insu- 
lation, to the detailed design of 


equipment. The result is better ser- 
vice, at lower cost, for everyone who 


BELL TELEPHONE SYSTEM 


uses the telephone. 
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EDITORIAL SERVICE 
... that helps sell goods 


Retail operations are fast moving, 
ever-changing. The specialized buyer 
must have the news and “know how” 
for his own trade, his own job, to help 
him sell more, sell better. 

This sell-ective guidance is provided 
by the Haire editorial staffs. They lit- 
erally live in the specialized markets 
they serve. Their findings are expertly 
channeled into the 9 Haire merchan- 
dising magazines — each serving the 
concentrated buyers in ove specialized 
field. 

Responsiveness to Haire editorial au- 
thority carries over to the advertising 
pages—the reason why each Haire pub- 
lication is invariably No. 1 in adver- 
tising volume in its specialized field. 


MORE effective because 
they’re MORE SELL-ective 
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- HAIRE PUBLISHING COMPANY — 
1170 Broudway, New York 1, N. Y. 
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“Turnover in our sales force dur- 
ing the past five years averages less 
than 3%,” states M. J. MclInaney, 
vice-president in charge of sales. “Un- 
doubtedly the Pension Trust Plan has 
and will make for greater stability. 
And it is an incentive to salesmen 
to constantly increase their annual 
earnings through greater production. 
We have found it also helps in re- 
cruiting the right type of salesmen. 
Social Security being inadequate to 
provide the standard of living our 
men are accustomed to, the additional 
amounts received from the Pension 
Plan will give them a comfortable in- 
come when they retire.” 

Alexander salesmen’s earnings in 
1946 showed a substantial increase 
over 1945 earnings, a previous rec- 
ord year, Mr. McInaney reports. ‘Top 
man earned $30,000. ‘Three earned 
more than $27,000; five between 
$19,000 and $25,000; nine from 
$15,000 to $19,000. The average 
Alexander salesman earned $11,- 
228.76 last year. 

Alexander salesmen also shared 
$39,000 more in special bonuses and 
awards for extra sales efforts. Sales 
contests and clubs, with their offer 


of greater earning possibilities, stimu- 
late enthusiasm and consistent pro- 
duction. 

The most sought-after is the Mas- 
ter Salesmen’s Club which offers the 
top five men a bonus of one-half of 
1% of their year’s net volume and 
an expense-free trip to the home office 
in Colorado Springs. First Year 
Salesmen’s Club and Hi-Five Extras 
Club, together with special sales con- 
tests, give every salesman an oppor- 
tunity to qualify for special awards. 

What do Alexander salesmen think 
of the Pension Trust Plan? ‘The 
following comments, picked at ran- 
dom from the many letters written 
to the home office, are indicative: 

“I feel a great sense of satisfac- 
tion and inspiration in working for 
a company that takes such an interest 
in the welfare of its employes .. .” 

“Tt’s wonderful to know the more 
a fellow earns now the more pension 
benefits he will receive at age 65...” 

“With this liberal Pension Plan 
and Social Security I can look for- 
ward to a nice retirement income at 
rr 

“This is another incentive to work 
harder and keeps salesmen happy...” 


volume has doubled where the 


This One Writes Under Felt! 


The Cushman & Dennison Mfg. Co., manufacturer of Flo-Master 
Fountnbrush, has sent to its retailers the Flo-\Master Demonstrator 
as a special salesman. ‘The idea is to convert the man on the street, 
once he’s strayed inside, to a Flo-Master by the simple expedient of 
getting him to “try-it-yourself.’’ After he’s used the Demonstrator 
(carefully chained to the special pad, which announces that Flo-Mas- 
ter will write on glass, metal, fabrics, etc.) C & D is convinced he'll 
be sold on the pen with the felt brush point. 


The company is using 100 of the new Demonstrators in a “test 
run” in the New York City area. To date the sales figures show that 
silent salesman” was used. 
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In addition to her honors in canning, Beatrice Margworth, 
Ramona, Oklahoma, participates in 60 other 4-H projects. 
She has made 109 articles of clothing, cooked 610 meals, 
taken part in 33 judging contests and 10 dress reviews 
during her Club activity. 


Mister of 


Recognition for outstanding achievement in 
4-H canning projects came to Oklahoma's Beatrice 
Margworth in Chicago last December. This 18- 
year-old miss carried off the national champion- 
ship in competition with state winners from every 
state in the Union. 

Beatrice is one of more than 50,000 Oklahoma 
and Texas farm girls participating in food preser- 
vation projects ... one of the more than 154,000 
4-H boys and girls in these two states who typify 
the youth and enthusiasm of the great Southwest. 
...a@ youth and enthusiasm to which the editorial 
policies of The Farmer-Stockman are directly 
pointed. 
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How Will Changing Price and 


Income Levels Affect You? 


BY JOSEPH H. WHITE * Joseph White & Associates, Merchandising & Management Consultants 


Where does your business stand 
in the tug-of-war between prices and 
incomes? What priority do you en- 
joy in the consumer’s budget? How 
will changing income and price levels, 
in total, and in individual localities 
affect your sales possibilities in the 
months ahead ? 

Specific situations require coordi- 
nated analysis of all the factors perti- 
nent to the particular problems. In 
the course of doing this type of work 
for clients to establish market poten- 
tials and to reflect changes in pricing 
policies on sales possibilities, exten 
sive analysis of published data on 
consumer purchasing habits relative to 
income has been made. 

Certain of these findings provide 
a useful guide in indicating the gen- 
eral effects of price and income 
changes as they affect many busi- 
nesses. These have been tabulated as 
Table I on the opposite page. 

Listed are broad classes of con- 
sumer expenditures. In 1939 they 
accounted for 80% of all consumer 
expenditures, and, by 1946, they rep- 
resented 87%. 

The figure in Column A opposite 
each expenditure is, in effect, an in- 
dex of sensitivity for that kind of 
expenditure . . . a “Consumer Pref- 
erence Rating’ compared with the 
other items on the list. 

“Food at Home,” for instance, 
shows 2.22 on the scale. This means 
that for each 10% change in family 
income, there will be a change ot 
2.22% in home food expenditures, 
under constant price conditions. As 
income goes up or down, food ex- 
penditures go up or down about one- 
fifth as rapidly from the original 
base, provided prices do not change. 

As may be noted, food expendi- 
tures at home expand and contract 
very slowly in relation to income or 
in relation to other types of expendi- 
ture. Or, stated another way, the 
$10,000-a-year family spends consid- 
erably less than five times as much 
for food as the $2,000-a-year family. 

Thus, under given price levels, 
food expenditures will rise or fall 
slowly as income expands and con- 
tracts. 

At any one time, then, Table I is 
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a guide to the relative sensitivity to 
income changes for the expenditures 
listed. For convenience in comparing 
expenditures to each other, the aver- 
age flexibility of all consumer expen- 
ditures has been taken as 100, and 
the others ranked accordingly, as 
shown in Column B. 


ABOUT THE AUTHOR... 


During the war years, Mr. 
White served as chief of the 
Textile, Clothing and Leather 
Section, Office of Civilian Sup- 
ply, WPB, and later as chief of 
the Cost and Price Analysis 
Branch of one of the largest 
eo depots. Prior to 
that he held important mer- 
chandising posts with Sears, 
Roebuck & Co. and Society 
Brand Clothes, Inc. 


His present organization of- 
fers counselling to a number of 
companies selling, among 
others, to department and ap- 
parel stores. 


The basic information for this 
article and two more which the 
author is preparing for SM, 
was ps as part of an 
intensive study of local markets 
and the factors influencing the 
difference between them, which 
went into development of the 
White Demand Indexes for tex- 
tile—apparel lines. These give 
breakdowns by individual com- 
modities for cities 25,000 and 
over, by major price brackets 
in each commodity, in dollars 
and units for each market. 


‘Those expenditures which have the 
highest numerical designations on the 
scale will feel the effects of a decline 
in consumer income first and strong- 
est. ‘Those same classes of expendi- 
tures expand most readily among the 
higher income bracket consumer 


groups—find least acceptance in the 
lower brackets. 

Community income changes affect 
changes in expenditures in the com- 
munity area just as family income 
changes affect the family purchasing. 
Thus when the per-family income in 
a given market changes, each line of 
business will be differently affected. 

Highly sensitive items such as furs 
will change at a more rapid rate than 
less sensitive items such as food. 


Likewise, in evaluating local 
markets, your sales potentials will 
change from city-to-city in relation 
to the scale in Table I. . . not direct- 
ly in proportion to income. 

For instance, using SALES \IAN- 
AGEMENT’S Survey of Buying Power 
(May 10, 1947), note that the Per 
Family Effective Buying Income in 
two Indiana towns is as follows: 


Bloomington 
Crawfordsville ..... $4,047 
% DIFFERENCE +20.6% 


Crudely, disregarding other impor- 
tant factors, the income difference 
should make per family sales in 
Crawfordsville +.5% better in food, 
14% better in men’s and boys’ wear, 
19.8 better in household furnish- 
ings, 2+ better in hard liquors and 
25.6% better in street dresses than 
in Bloomington. 


In other words, per family income 
differences between markets will re- 
flect themselves in diverse propor- 
tions to the income difference, de- 
pending on the expenditure involved. 


The table also works in reverse. 
The fact that food expenditures 
change slowly relative to income, for 
instance, is because there are small 
changes in the amount of food con- 
sumed, compared to other items, re- 
gardless of income, particularly after 
a basic subsistence level has been 
reached. 


This means, then, that the lower 
the item is, numerically, on this 
scale, the less will consumption be 
affected by price changes. 


SALES MANAGEMENT 


As we have witnessed in recent 
years, soaring food prices have not 
had the effect of reducing food con- TABLE | 
sumption in proportion. Instead, a 
larger and larger portion of the fam- 


ily budget has gone into the grocery COMPARATIVE SENSITIVITY 
bill. TO PRICE-INCOME CHANGES 

A reduction in food prices, in the 
ana: ax iis sain FOR SELECTED CONSUMER EXPENDITURES 
power for other things to a greater 
degree than it will stimulate in- (A) (B) 


sansa ‘ atl ; % Change in 
creased food consumption. Expenditure for 


At the other end of the scale, items 10% Change in 
like fur coats, for instance, are ex- Income 
tremely sensitive to price. Each 10% Class of Expenditures Index 
increase in price calls for a 15.5% TOTAL EXPENDITURES—ALL ITEMS 
increase in income to maintain de- For Individuals ... ii pave pin ceskeanp-g Sa Oe 92.2 
mand at the same level as before the For Families . sees pect eeeeeeeeesenns 8.46 100.0 
increase. Or, the market in units 
goes down 15.5% if income remains FOOD 
the same and prices go up 10. By At Home Dees eeeeeeeeccenes 222 26.2 
si az ge Net . “aii, Away from Home ere . 7.18 84.9 
contrast, a 10% increase in_ food 
yrices reduces the market only 2.2%. 
ee paiva dapahe og apni HOUSING 

tems at the high end of the scale ee —_ eee 4.97 58.7 
thus experience a double jeopardy Cost For Owners ... ee! Sen er EC eee 118.2 
in periods of declining income and Household Operations (except servants) . letebnielcsn nan ta 88.3 
high prices. The declining income Peer CPO SIN ns vecewsnne a saeeatla -s» SOS8 220.8 
removes rye than a sitgg Sebi CLOTHING (See Detailed Tables) 
amount of their ¢ ustome rs trom the infeate® Wane eR eee 4.68 55.3 
market. And the high prices keep Mise. Women's Wear .............2.00.ccccccccceccecee QTM 79.3 
such items out of the reach of a more Men's and Boys’ Wear (except work) ........ ..... ‘coe 84.2 
than proportionate number of possible Children's Wear tines oe s+. 797 94.2 
hemi ok eee 11.10 131.2 

aes : 7 Women's Street Dresses .... a 151.8 

his combination effect accounts Furs . Fe Cea ETT 183.6 
for the falling-off in business in furs, 
liquor and jewelry well before other HOME FURNISHINGS 
items down the scale were as obwi- Household Furnishings and Equipment ........ bisesuntaoce Se 116.9 
ously affected. 

AUTOMOBILE 
Personal Auto Transportation $e oceans Sad a 136.6 


1939-1946 Shifts in Spending 


Because of this interplay of price TOBACCO AND BEVERAGES 


; “SS i “— a aay Wines and Beers .......... me ; Seecha ox Gates . 6.46 76.4 
and IC, the conti ast show lets Tobacco, Smoking Accessories Skee eae tite 83.3 
Table II in the expansion of expen- Whiskey, Gin, ete. ...... ERR RA 142.3 


ditures have occurred since 1939. 

The contrasts between food, to- 
bacco and housing are especially 
illuminating: 


Food: Expenditures expand slowly 


in relation to income increases, but TABLE Il 


maintain a stable cons ti ve 
ee ee ee INCOME AND EXPENDITURES 
when prices increase sharply. ‘The PER CONSUMER UNIT 


140% increase is due mostly to price Percent 
rise and, in turn, has affected the 1939 1946 Increase 
expansion of all other products. Disposable Income $1,910 $3,322 74°, 
Total Expenditures ........ $1,741 $2,898 72% 
Tob . ae ee ; Total Food Expenditures . $ 368 $ 886 140%, 
obacco: .\ slowly changing ex- A " 
penditure in relation to income, which oe a no po a 
experienced a comparatively modest T b a an oi 50 80 60 
price increase; hence the low rate Al “hol: a — - 15 43 188 
of expenditure increase. yo wtsiedey yaaa 
ther Expenditures . 827 1,024 24 
Savings BN aah 2 $ 169 $ 424 150%, 
Housing: Another slowly expand- Consumer Units (Millions) . . 37.3 42.3 11.3% 
ing item in relation to income, with 
one of the lowest price increases of Source: Calculated from Department of Commerce figures. 


all, due to government controls. 
Hence the rate of increase in expendi- 
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ture was less than the rate of increase 
in Disposable Income . . . a ratio of 
54% to 74%, or 7.2% for each 10% 
of increase in income approxi- 
mately the same as indicated in ‘Table 
I (page 53). 

The scale of sensitivity in Table I 
is by broad commodity groups.. With- 
in each general type of commodity 
there is an equally great range of 
sensitivity. 

In food — bread — for instance, 
would be at the bottom end, while 
choice meats or delicacies would rate 
at the highly sensitive end of the sale. 

As an example of the range within 
an expenditure group, ‘Table III 
covering major apparel 
presented. 

Some 


items is 


interesting similarities and 
differences between the sexes in their 
apparel preferences may be_ noted. 
Both sexes place hosiery at the very 
staple end of the list and outer ap- 
parel at the opposite. 

When it comes to headwear, how- 
ever, the ladies want to spend much 
more of any income increases on mil- 
linery than the men do. 

If the market for your products is 
affected relatively little by income 
changes, it will be particularly sensi- 
tive to price fluctuations. Price de- 


EXPENDITURES BY FAMILIES 


Change in 
MEN'S CLOTHING ITEMS Income 
Underwear 4.34 
Hosiery 5.83 
Shoes 7.69 
Hats 8.86 
Shirts 9.30 
Coats 10.34 
DE awistaveiecsenes 11.50 
Ties 12.34 
WOMEN'S CLOTHING ITEMS 
Hosiery 5.46 
Shoes wii 8.53 
Wool Coats (with or without 
trim) | WO 
Millinery ek 11.98 
Corsets and Girdle 12.56 
Silk or Rayon Street Dresses 
& Ensembles ... 12.84 
Wool Suits .... 14.82 
Furs 15.53 


TABLE Ill 


Percent Change 
In Expenditure 
for Each 10% 


clines will be largely translated into 
declines in dollar sales but not physi- 
cal volume. Greater efficiency in pro- 
duction and lower costs on sales will 
be of paramount importance. 

If the market for your products is 
sensitive to income changes, then your 
problem . . . in the event of declining 
incomes with costs remaining high. . 
will be particularly acute. For, as 
income declines, you will require a 
more than proportionate reduction in 
prices to maintain unit volume. If 
your operations are geared to certain 


production levels for efficient cost 
absorption, you may have a tight 


squeeze to keep unit sales up to that 
level without reducing prices below 
the profit point. 

In this situation, your selection ot 
individual markets for advertising 
and sales efforts is of especial impor- 
tance since the difference in potential 
for your sales will be more than 
proportionate to the difference in fam- 
ily income. 

Businessmen in this latter situation 
have particular need of- careful 
market analysis coordinated to cost 
and production planning to deter- 
mine the most advantageous pricing 
and marketing strategies to meet pos- 
sible new conditions. 


DISTRIBUTION 


TO DREAM ABOUT 


Ideal distribution exists in South Bend, Indiana—the 
market for tests you can trust. In the food field, five 
wholesalers cover the entire market. In the drug field, 
one wholesaler and five chains handle distribution. 


“Test Town, U.S. A.” gives you complete and con- 


trolled distribution for accurate tests. Want the facts? 
Write for free market data book, “Test Town, U.S. A.” 


Che 
Soulh Bend 


Cribune 


STORY, BROOKS & FINLEY, INC., NATIONAL REPRESENTATIVES 


mae 


PLE 


S17 
aR SOUTH BEND, 


IND. 
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Salt into pork .. ..Given all the salt they 
want, hogs produce 45 Ibs. extra pork, 
save $5.60 in feed for each lb. eaten... 
See report of 10-day feeding tests in 
“Livestock”, page 86. 


wi 


Weather guesser . . . Because weather 
forecasts mean so much to farmers, S F 
presents full color views of cloud types, 
with interpretations by an expert... See 
“Are You AWeather Guesser 2?” page 28. 


, 


Bila lA (AMT AA 


Horse $ .. . Some lowa farmers have 
made profitable business of blooded 
colts, sell yearlings at up to $300 to 
training specialists. See ‘Farmers Profit 
From Light Horses”, page 24. 
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Wind power ...!n North Dakota, high- 
lines are few; but wind-driven power 


Super-killer ... Michigan State College 
reports concentrated onion juice, mixed 
plant with new type batteries, costing with 2,4-D, increases noxious weed killing 
potency 10 to 20 times! See ‘What's 


New In Farming”, page 18. 


$1,000, gives power for single farm. See 
“Current Beyond The Highline”, page 27. 


Making better business. . . and making business better, for 
the country’s best farmers, is the sole business of SuccessrFuL FARMING. 
Every issue is jam packed with authoritative, practicable, useful 
news of new methods, new products, new opportunities for farmer 
business men, and for better living for farm families ... is a trade 
manual for the fastest changing of industries. 

A glance at the July issue of SuccessruL FARMING will demonstrate 
the scope of present day farming, the type of modern business 
farmers, the new standards of farm living . . . and incidentally will 
change old chromo recollections of ex-farm boy business executives, 


give a new appreciation of the top levels of the farm market. 


Most missed market... is the 1,200,000 farm family 
subscribers of SuccESSFUL FARMING, concentrated among the farms 
with the highest investment, yield, and cash income, in the 
15, agricultural Heart States where all general magazines run thin, 
networks give scant coverage ... and too many national 
advertisers ignore! 

These SF subscribers averaged $7,860 gross income in 1946 

without government payments)—$3,252 above US farm average... 
represent one of the best class markets in the world today . . . and have 


savings of six good years as well as unlimited needs 


and demands ... Only SuccessrFuL FARMING 
really reached this farm market without waste 
or dilution And without SuCcCEssFUL 
FARMING, no national advertising is really 
national! Get the details from an SF office 
_.. SuCCESSFUL FARMING, Des Moines, 
New York, Chicago, Cleveland, Detroit, 
Atlanta, San Francisco, Los Angeles. 
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Captions read counterclockwise 


PORTABLE BROILER N' COOKER: A product of the National 
Stamping and Electric Works, it features a dome-like hinged top 
cover that eliminates smoke and fumes. Made to cook anything 
from a snack to a meal. It operates on either DC or AC current. 


LONG-WRITING PEN AND MECHANICAL PENCIL SET: De- 
signed by Walter Dorwin Teague, the writing instruments are the 
newest in the line of Scripto, Inc. Pen has hooded solidium point 
tipped with osmiridium. Set comes in blue, gray, black, dubonnet. 


CRYSTAL-CLEAR ''BUBBLE" PACKAGE: Plexiglas case has been 
designed for diamond engagement and wedding rings. It's avail- 
able to department stores from Waldron & Co., Philadelphia. | 


NEW GLENWOOD GAS RANGE: Top is one-piece so there are 
no crevices for food particles to slip into. Holes of the gas jets 
are on-the side so can't clog from accidental spill-overs. Range 
made its debut before a large gathering of notables, including 
opera star, Gladys Swarthout. Product of Glenwood Range Co. 


CANDY BAR CARTON: Called the 
"Eight-In-One" carton, it holds eight in- 
dividual Clark candy bars and gives the 
impression of a jumbo size bar of candy. 


The attractive new box was designed and 
manufactured by The Ohio Boxboard Co. 


THIS LITTLE BALANCE 


tells an important 


packaging story 


2) 
Y sreine THE RIGHT BALANeg y 


DuPont 
Cellophane 


Shows what it Protects—at Low Cost 


- THROUGH CHEMISTRY 


Ir REPRESENTS a combination of proper- 
ties that make Du Pont Cellophane the balanced 
packaging material. 


There’s product visibility that issuch a powerful 
force in modern merchandising. There’s chemically 
tailored, moistureproof protection that safeguards 
freshness and flavor—keeps your product clean 
and sanitary. Finally, there’s the economy so nec- 
essary in the competitive days ahead. You’ll find 
the proper balance of these advantages in Du Pont 
Cellophane. 

The demand for Cellophane still exceeds the 
supply. However, we look forward to the day 
when we and the converters of Cellophane can 

again meet all requirements. 


E. I. du Pont de Nemours & 
Co. (Inc.), Cellophane Division, 


SS Wilmington 98, Delaware. 
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Today’s Facts.. 


Average rating of all local originations, 
6:00 to 10:00 a.m., Mon. thru Fri. 
“The Pulse of Boston” (March-April 1947) 


2.2 


station 


WEEI 


station station station 


X Y l 


station 


W 


ll 15 14 15 15 


Total locally originated quarter hours 6:00-10:00 a.m. Monday through Friday 


about Boston Radio 


There’s a new yardstick for measuring the rela- 
tive popularity of Boston radio stations. Since 
January, 1947,“The Pulse of Boston” has been 
gauging the listening habits of the 750,890 radio 
families living in Boston’s home county—Suffolk 
—and the four other adjacent Eastern Massa- 
chusetts counties. That’s the lion’s share of your 
total potential audience on any Boston station. 

The single most important fact to be culled 
out of “The Pulse of Boston’* is that—between 
6:00 a.m. and midnightt, seven days a week — 
WEEI commands an average of 25.2% of the 
listening audience—a larger share than any other 
Boston station! 

Of particular importance to local and national 
spot advertisers is the relative popularity of 
each station’s local originations —the programs 
built for and bought by local and spot adver- 
tisers. The “Pulse” shows WEEI’s local pro- 
grams are way out front in popularity —topping 
the local shows of all other competing stations. 

From 6:00 a.m. to 10:00 a.m., Monday through 
Friday, for example, 92% of all broadcasting by 


“‘Columbia’s Friendly Voice in Boston”’ 


Columbia-Owned . .. Represented by Radio Sales, 


Boston’s eight stations is originated locally (94% 
in the case of WEEI). During these four hours, 
the locally produced programs on WEEI score 
an average rating of 3.9. As shown on the adjoin- 
ing chart, that’s 70% higher than the average 
rating of the local originations on the second 
ranking station...as high as the combined aver- 
age ratings of local programs on the third and 
fourth ranking stations... three times as high as 
the average rating of local shows on the fifth 
ranking station! 

Or read “The Pulse of Boston” another way 
... by comparing quarter-hour “firsts.” Monday 
through Friday, WEEI originates fifteen 
quarter-hours of local programming between 
6:00 and 10:00 a.m. During fourteen of these 
fifteen quarter-hours, the WEEI origination is 
a walk-away winner...with more listeners than 
any other competing local program. 

Want to share our success? You can get the 
big Boston market to buy your product by 
advertising on WEEI —Boston’s best buy. 


March-April 1947 +Sixteen hours on Sunday 


The Spot Broadcasting Division of CBS: offices in 


New York, Chicago, Los Angeles, Detroit, San Francisco, Atlanta 


BY ROBERT J. BENDER 


“Sorry! We're Out of Stock 
On That Item’ 


President, Gartner & Bender, Inc., as told to A. B. Ecke 


Heartbreakers—those sales dealers lose because the line 


is incomplete. So Gartner & Bender, greeting card manu- 


facturers, developed a stock control plan almost any 


retailer can use to protect both profits and goodwill. 


The Problem? 
ble, scientific method of stock con- 
trol for greeting cards—a plan that 
not only is adaptable to thousands of 
variety outlets but that is established 
by pre-testing as practical and work- 


able. 


To create a flexi- 


The solution? The Profitmaker 
Plan, a merchandising and counter 
plan that has been proved by five 
years of experimentation, and that is 
Hexible enough to fit virtually any 
store, simple and easy to understand 

a plan that puts emphasis on 
everyday selling, not merely seasonal 
selling. ‘To our knowledge it is the 
first for the greeting card industry 
to be evolved for the merchant; also 
the only stock control plan for this 
industry that is not exclusively for 
the line put out by the publisher who 
supplies the plan. 
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‘The points to be considered in mer- 
chandising greeting cards are not un- 
like those which face many manufac- 
turers of lines that are made up of a 
wide range of items, numbers of 
styles, and sold in variety stores. For 
this reason, the background of the 
thinking and effort that went into 
our final achievement, the Profit- 
maker Plan, may aid other manufac- 
turers in setting up plans that will 
help dealers move their merchandise. 

That term “help dealers’ is the 
fundamental of our plan. We at 
Gartner & Bender, Inc., believe so 
thoroughly in “helpmanship” over 
and above salesmanship that we built 
a stock control plan which is not con- 
fined to our own line of merchan- 
dise. Naturally we did not leap 
hastily into the idea of aiding the 
sale of someone else’s merchandise. 
We reached the decision of an open 


QUICK & EASY: To help dealers 
coordinate display and under- 
stock, Gartner & Bender provide 
two kinds of gummed’ guides: 
numerals and labels. Stock control 
plan shows how to number and 
classify. System is same for in- 


sight and reserve merchandise. 


stock control plan after considering 
the matter: from every angle. ‘This 
consideration brought us to this pre- 
mise, which became the platform for 
our entire plan: 

The variety store’s greatest need 13 
a complete selection of merchandise at 
all times. A customer resents the fact 
that she cannot get the greeting card 
she wants—exactly as with any other 
widely distributed item. Next time 
she will think first of the store where 
she did find what she wanted. 

Another factor that has an impor- 
tant bearing on our plan is_ that 
greeting card customers have specific 
needs in mind. Practically every 
card is for a special occasion in an 
individual’s life — Junior’s fourth 
birthday, Susan’s graduation, Grand- 
ma’s golden wedding anniversary. 

In the long-range planning for our 


SALES MANAGEMENT 


Let a famous pencil win friends 


and make SaLc4 for you! 


HERE’S how to excite your public, your 
trade, and your salesforce with sky-high en- 
thusiasm during 1947. Call in that proved 
builder of sales and goodwill—a quality me- 
chanical pencil! Above all, see the brilliant 
new “Adgif’ models designed by Scripto— 
world’s largest maker of mechanical pencils— 
especially for your use as advertising specialties 
or as premiums. » You may choose from a 
price range suiting every promotional need— 
and from a glowing spectrum of “best-seller” 
colors. Available with or without your com- 
pany imprint. » ‘Today, learn more about 
Scripto—the advertised, recognized pencil in 
the advertising and premium field! Use the 


convenient coupon below. 


No advertisement 


like a pencil... 


No pencil like a Scripto 


JULY 15, 1947 


-----—-------~---7 


ADGIF COMPANY, Dept. S™M-3 
Division, Scripto, Inc. 
Atlanta, Georgia 


We'd like to know more about Scripto ‘“Adgif’’ pencils and what 
they can do for us. Check below: 


Premium pencils [] Advertising pencils [) Gift pencils 
. without printing 


Name 

Title 

Firm Name 
Street 


City State 


6l 


Member: 
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NOW YOU CAN’T 
TAKE MY PAPER! 


pt ues 
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In Philadelphia, the little woman insists on The Inquirer 
to plan her shopping 


The reason for the impressive preference 
of women for The Philadelphia Inquirer 
is found in the many features for the home 
that make this great family newspaper a 
daylong companion. And this preference 
—this goodwill and confidence—extends 
to the advertisers, too, as attested by 
The Inquirer’s advertising leadership in 


America’s 3rd market. 


TELL IT IN THE MORNING 


. 


INQUIRER FIRST CHOICE OF 
FOREMOST SPECIALTY SHOPS 


1936: Philadelphia's six lead- 
ing Chestnut Street Women's 
Specialty Shops placed 163,220 
lines of advertising in The 
Philadelphia Inquirer. 


1946: These same shops placed 


1,665,151 lines of advertising 
in The Inquirer. 
That means The Philadelphia 
Inquirer is their unquestioned 
first choice! 

CIRCULATION: 


The Philadelphia Inquirer 
ever 700,000 


TELL IT IN 


Che Philadelphia Mnguirer 


National Advertising Representatives: OSBORN, SCOLARO, MEEKER & CO., NEW YORK, CHICAGO, PHILADELPHIA, DETROIT; FITZPATRICK & CHAMBERLIN, SAN FRANCISCO 
AMERICAN NEWSPAPER ADVERTISING NETWORK; FIRST 3 MARKETS GROUP; METROPOLITAN GROUP COMICS; METROPOLITAN GROUP GRAVURE 


SALES MANAGEMENT 
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stock control plan, we vegan by mak- 
ing sure that we are providing sales- 
worthy merchandise. We set up a 
method of establishing what motivates 
customers in their selection of greet- 
ing cards. ‘This understanding, to- 
gether with the store buyer’s prefer- 
ences, eliminates the necessity for pre- 
testing by any of the previously used 
methods.* Moreover, we told our re- 
tailers, about our findings. Thus they 
appreciate the saleability of our greet- 
ing cards. 

The greeting cards for occasions 
of significance in the life of the in- 
dividual are called the birthday and 
everyday line. Because of its great 
sales potentialities (Consider how 
many special occasions there are in 
the lives of the average individual’: 
family and those of his or her 
friends.) we are putting special sales 
emphasis on this division of greeting 
card publishing. 


A Merchandising Plan, Too 


From the standpoint of the re- 
tailer’s selling, therefore, his stock 
must be complete at all times. Not 
at the beginning of a season, not just 
before the Christmas holidays. Un- 
like the hat Mrs. Customer is plan- 
ning to buy for wear with her new 
suit, or the ultra modern eggbeater 
she would like to have as a replace- 
ment for her old one, she faces a 
definite deadline in the purchase of 
a greeting card and a specific need. 

This customer need led us to the 
determination to work out a_ stock 
control plan that is a total merchan- 
dising of the counter. Our idea is to 
sell the dealer and help him display a 
complete selection. 

Of course, stock controls have long 
been used in department stores. For 
some time several publishers have of- 
tered a closely supervised and serviced 
plan for greeting cards sold in these 
stores. 

It’s easy to see some of the ob- 
stacles that prevented, or at least post- 
poned, this service for variety stores. 
There is the vast number of such 
operations—the many variety store 
outlets on our books. ‘The variety 
store merchant, compelled as he is to 
put the greater part of his effort on 
his day-to-day business operation, con- 
sequently looks to the manufacturer 
tor support and guidance. We there- 
tore feel it is incumbent on the pub- 
lisher to do the kind of helpful think- 
ing that produces a plan such as this. 
But whatever help is extended must 
be simple and practicable. It cannot 
take up too much of anyone’s time. 
*“Consumer Panels Spot Winners and 


Duds in Greeting Card Line,” Saves 
MANAGEMENT, August 1, 1944. 
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And it must be one that can be 
adapted to anybody’s store. 

When it came to the actual work- 
ing out of the details of our Profit- 
maker Plan, we marshalled all our 
experience, knowledge and resources 
in our long background in merchan- 
dising greeting cards, plus the experi- 
ence of our agency, Reiss Advertis- 


ing, which includes specialists in the 


variety store field. We also sought 
the advice of buyers. Our Market 
Study Division began its work before 
the war. 

Still projecting our thoughts from 


the merchant’s point of view, we not 
only confine our discussions to the 
questions that face the merchant every 
day, but we have them short and to 
the point. Cartoons show our little 
man hard at work. Ostensibly he’s 
checking us on what we are saying; 
in reality he’s working like a beaver 
getting his Profitmaker Plan in func- 
tioning order. He’s a likeable comic. 
The drawing on each page, set off by 
a spot of color that is part of the two- 
color scheme of the book, adds life 
and_ sparkle. 

Copy was pruned and pruned again 


WAIT! 


Mr. Advertiser 


Just weigh the facts 


WMC 


NATIONAL REPRESENTATIVES, 
THE BRANHAM CO. 


OWNED AND OPERATED BY 


... weigh the facts before you buy 


that’s all we ask. 


See for yourself, and be convinced—convinced that WMC 
is first in Memphis’ Billion-Dollar market—first in pro- 
grams, first audience, first in results. 


Give us a chance, and we'll prove it. 


% MEMPHIS % 5000 WATTS DAY AND NIGHT 


THE COMMERCIAL APPEAL 


WM C—FM ... The first FM broadcasting station 
in Memphis and the Mid-South 


“the station most people 
listen to most” 


AFFILIATE 
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until each page can be read and 
grasped practically at a glance. ‘There 
is an average of about three para- 
graphs—-12-point type—to a page. 
We use the calendar type book 
with a back cover pocket as the most 
convenient form—another decision 
arrived at after plenty of research 
and experimentation. “The book has 
six chapter headings that are gener- 
ally typical of any such line: 
Counter Stock Control and Dis- 
play 
Installation and Maintenance 
Planning the Systematic Under- 
stock 


Stock Re-ordering 

Perpetual Inventory Units 

Profitmaker Plan Records 

But in execution the book and the 
model counter, which we sell to the 
retailer (at less than cost) as a mat- 
ter of psychology, are a merchandis- 
ing plan and counter pattern for 
selling the everyday greeting cards. 

We begin by challenging the va- 
riety store merchant with the ques- 
tion, “Is my card counter big 
enough?” A quiz sheet (illustrated) 
personalizes the problem and _ helps 
him answer yes or no. 

‘That matter of counter size settled 


Everybody in the ROC 4 é STE ao 
i nsceneennagh s sanigimetanneel d, MARKET listens to 


The Triple Market! 


\ 350,000 stasnations! visitors from all p urts of 
isit Rochester every year 8 
eight days and spend $6.00 d 


| $16,800,000 annually to the retail sales of 


Rochester 


the largest plants, hatcheries 


get static-iree 


listen and respond 
programs 


6,453 persons reside in KROC’s primary coverage area; 252,557 in the secondary ; 


ra total of 509,010... 


RESULT! $ 


and you get 


34,000 able-to-buy consumers, who spend $35,815,000 
annually, live and work in Rochester where some of 
and canneries in the 
| world are located. KROC is the only station they can 


87,200 rural consumers, who spend $82,211,000 an- 
nually, reside in the KROC primary coverage area 
) to NBC’s top stars and local interest 


i bonus of 350,000 visitors annually. . 


7,332,000 annual Retail 


International, 
Metropolitan 
and Rural 


the world 
the average of 
thereby adding 
metropolitan 


Sales in the KROC Triple Market Area! 


NBC 


SEES KRO Cxx2ix 
sota Networ 
DIALS TO Northwest Network 


Established 1935 


IN ROCHESTER, MINNESOTA 


Nationally represented by the John E. Pearson Company 


Mr. Dealer, the next question is 
a study of what merchandise he 
should stock and display. ‘To help 
him establish the “going rate’ on each 
card classification, price ranges and 
designs on his counter, we provide 
among the supplies in the pocket a 
checklist of classifications, which 
number well over a hundred. This 
list represents the experience of liter- 
ally thousands of stores, gleaned over 
a period of the 40 years of our com- 
pany's existence. Almost any dealer 
will get more business by following it. 

That problem of co-ordination of 
display and understock of merchan- 
dise such as ours is a sticker for many 
a retailer, particularly the variety 
store merchant, who doesn’t have a 
surplus of help at any time. Again 
dipping into the fruits of our re- 
search, experience, and experimenta- 
tion, we provide the dealer with two 
kinds of gummed labels for his coun- 
ter bins—numerals and labels. We 
tell him we have found these labels 
best for identifying bins on the coun- 
ter. And we show him exactly how 
to number each row of bins and then 
how to classify the rows attaching the 
classification labels. Next the same 
identification system is applied to his 
understock. In addition, we also sup- 
ply a Paper counter plan sheet, which 
can give him a permanent record and 
a preliminary picture of his counter. 


Identifying Understock 


But understock must be kept in 
systematic order. We give him a 
simple outline of how that is done 
with our understock dividers. These 
are identified with a set of labels that 
correspond to the classifications in the 
display counter bins. Proper classifi- 
cation is provided through the use 
of a second set of divider cards for 
every major classification in the line. 

A permanent record card for list- 
ing re-orders simplifies the task of 
keeping up the stock. In conclusion, 
we outline a simple method of identi- 
fying reserve stock. 

Five years may seem a long time 
to put into the creation of a stock 
control plan such as ours. Especially 
when you look at the small package 
the manual and the contents of the 
pocket make. But we feel fully jus- 
tified in the successful results that 
are achieved when this plan is in- 
stalled. For example, a variety store 
on State Street, Chicago, made a care- 
ful installation of our counter and 
followed the plan meticulously. At 
the end of six months it had increased 
its business two and a half times. 

The secret was a complete selec- 
tion of merchandise at all times. And 
that’s the goal of our Profitmaker 
Plan. 
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Illustrated on the previous page is a Morris Rosenfeld E. Ratsey, famous sailmaker, Zaida became the CGR 3070 


photograph of the famous ocean-going yacht, Zaida. during World War II; and served on anti-submarine patrol. 
This beautiful, 58-foot cutter boasts a sailing record known She provided the inspiration for one of the most exciting 
all along the Atlantic seaboard. Owned by the late George chapters in American naval history. 


CAB WN UWENs 


Dy you want to learn how FULL Color can step-up the selling power of your sales and 
advertising literature—at savings you probably never dreamed possible? Then call in the 

S-T man—a specialist who can give you revealing facts within a few minutes. 
There's a Stecher-Traung representative practically at your elbow. In addition to our 
two strategically located plants, we maintain well-staffed 
Sead for this Cook branch offices in thirteen leading cities. Our representative 

near you is waiting for your phone call, wire or letter. 
mare | And, of course, we at headquarters in Rochester and 
oor | San Francisco are always ready and eager to serve you as 
\ 


we are now doing for so many of America’s leading firms. 


Shows how easily you can impart 


onetime in STRCHER-TRAUNG 


power to your advertising material. 


Contains full details of Stecher- LITHOGRAPH CORPORATION 


Traung’s exclusive FULL Color Rochester 7,N.Y. e San Francisco 11, Calif. 
“Gang Run’ Method. Write for 


hres copy Branch Offices: Baltimore, Boston, Chicago, Columbus, Harlingen, Los Angeles, 
: Macon, New York, Oakland, Portland, Sacramento, St. Louis, Seattle 


(faewens 4AW0 Watreny, 


Travel Lure Sells Gas 


An outdoor advertising campaign 
designed to increase consumption of 
Pan American Petroleum products 
by increasing the desire to travel by 
car, is being merchandised to cham- 
“iy ot commerce, civic bodies and 
garden clubs throughout its Southern 
territory by the Pan American Petro- 
leum Corp., New Orleans, with an 
“extra’’ result of increased consumer 
good-will for the company, and sin- 
cere appreciation from civic bodies 
in Southern states. 

To date, the campaign has featured 
travel inducements of various seasons 
in various states: Camelia time in 
Louisiana ; azalea time in Alabama; 
iris and spring in Tennessee; mag- 
nolia time in Mississippi. Future 
posters will be devoted to seasonable 
outdoor attractions which can be seen 
and enjoyed from an automobile, such 
as fall flowers and shrubbery in one 
or another of the Southern states. 

The campaign, begun in February, 
1947, will continue for an indefinite 
period. Only outdoor 
used. Soon after the campaign be- 
gan, Pan American and its agency, 
Fitzgerald Advertising Agency, New 
Orleans, decided to go after the gar- 
den clubs, most of whom are tradi- 
tionally opposed to outdoor advertis- 
ing of any description, with a cam- 
paign showing them what Pan Am is 
doing to further knowledge and love 
of flowers. 

Reproductions of the posters, with 
short releases telling their purpose 
were sent to a list of garden clubs 
throughout the South. They bought 
responses such as this from a New 
Orleans club: 

“Your letter of Jan. 22 inclosing 
poster miniature featuring ‘Camellia 


posters are 


Time in Louisiana’ was read by me 
to the members of the Little Garden 
Club at its meeting. We are all 
deeply interested and appreciate your 
civic pride in this undertaking and 
will look forward with interest to the 
coming posters.” 

Later, other poster reproductions, 
along with letters of explanation, 
were sent to civic bodies. The re- 
sponse was much in the pattern ot 
this letter from DeLesseps S. Morri- 
son, mayor of New Orleans. 

‘This will acknowledge receipt of 
your letter enclosing poster miniature 

Camellia Time in Louisiana. 

‘This poster is very effective and 
you are to be commended for your 
efforts in the campaign to attract 
tourists to the City and State by 
publicizing ‘Camellia Time in Louisi- 
ana theme.’ ” 

‘To merchandise the campaign still 
further, Pan Am is presently sending 
color reproductions of the posters to 
its dealers for use as window displays. 


Media Switch 

A change in advertising policy is 
announced by the Jacques Kreisler 
Manufacturing Corp., manufacturers 
of men’s and women’s jewelry. Tra- 
ditionally advertisers in magazines— 
1946 and Spring 1947 space was con- 
centrated in four of the largest na- 
tional magazines—Kreisler has de- 
cided to place the bulk of its Fall 
1947 appropriation into 100 news- 
papers in 100 largest cities. 

In a special session of Kreisler’s 
Fall sales convention which was at- 
tended by members of the American 
Association of Newspaper Represen- 
tatives, Tobias Stern, Kreisler’s execu- 
tive vice-president, announced the 
reasons for this change. 


BZD Better Go with 


PAN-AM 


OR OLS 


Magnolia Time in Mississippi | 


STATES’ FLORA, plus alliterative slogans on travel-lure posters, sells gas in South 
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Here Are The Facts 
On Your Market 


All the facts and figures you will need 
for intelligent sales planning and follow 
through. Whether your territory is one 
state or forty-eight, you will find every- 
thing you need to know about it here— 
handily arranged to save you time. Three 
maps of each state (commercial, highway 
ag county outline) in a section to itself. 

o thumbing pages—no hunting in three 
or four places for the information you 
want. 


240 pages, 12% x 15”, flexible cover, 
loose leaf convenience, complete, accu- 
rate, easy-to-read. $12.50 prepaid. Du- 
plic ate or replacement pages of any state 
available. Descriptive circular on request. 
Address Dept. SM-7. 


THE GEORGE F. CRAM CO., INC. 


730 E. Washington St., Indianapolis 7, Ind. 
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NBC 


AFFILIATE 


5000 WATTS 


WRITE, WIRE, "OR PHONE 


JOHN J. ge 


or JOHN BLAI 
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SPONSORS of DISTINCTION 


Melisse Adv. Idea 


“Oh, I just use that 
Service—it’s Wonderful!’’ 


Melisse, creator of the sensational “‘Around 
Town With Melisse’” campaign, services 
adv., sales promotion, merchandising ideas 
and plans; copy, slogans, humor, cartoons, 
continuity, illustrations; product, package 
ind fashion design; manikins, display, etc. 
all with that dignified Melisse touch and 
selling power. 
For the services of this GREAT 
Write or Phone Melisse at— 
MELISSE ADV. IDEA SERVICE 
310 E. 55th St., N. Y. 22, N. Y. 
Phone PLaza 3-9048 


talent 


Offices in Chicago 
New York © Detroit 
St. Louis * Los Angeles 


San Francisco 


JOHN 
BLAIR 


& COMPANY 
REPRESENTING LEADING RADIO STATIONS 
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JUDGING liquor advertising in Calvert Distillers Corp. licensees competition. 
Seated (I. to r.): Edward N. Mayer, Jr., president Direct Mail Advertising 
Association; Charles M. Edwards, School of Retailing dean, N. Y. U.; John 
Giesen, Retail Division director, Bureau of Advertising, A. N. P. A. Standing, 


Calvert's Ed Guttenberg, 


“Tt’s no secret that the period of 
easy selling of expensive luxury mer- 
chandise in the jewelry field is over,” 
said Mr. Stern. “Our studies of the 
jewelry trade indicate that aggres- 
sive retailers are turning to merchan- 
dising and promotion devices that 
build store traffic. Since newspaper 
advertising is the jewelry retailer's 
primary medium for building his own 
store trafic, we think it logical to 
place our own advertising this Fall 
in the same medium. 

“We are impressed by the Jewelry 
Industry Council research by Elmo 
Roper which indicates the great need 
for more traffic in jewelry stores in 
order to maintain a high sales vol- 
ume,’ Mr. Stern continued, “and 
we are also influenced by the fact that 
a much greater percentage of the re- 
tail jeweler’s newspaper space has 
been placed this Spring on staple, 
low-unit items aimed directly at more 
store trafic. An Advertising Checking 
Bureau analysis of retail jewelry ad- 
vertisements of watch attachments 
shows that the largest number of dis- 
plays for any comparable period have 
been placed in the last three months.” 

Kreisler’s space plan, which is being 
handled by Grey Advertising Agency, 
Inc., calls for 1,000-line and 830- 
line advertisements every month in 
100 cities starting early in September. 
‘The majority of these advertisements 
will be black and white, with use of 
some color in The American Weekly 
and This Week Magazine at Christ- 
mas. Similar copy in one-half and 
full-pages will run in Life also be- 
ginning in September. 

With a total appropriation sub- 
stantially larger than used in the 


advertising, and Zenn 


Kaufman, merchandising. 


Fall a year ago, the campaign was 
labled by Kreisler and Grey execu- 
tives as a test. Said one, “This cam- 
paign will be judged solely on 
whether present cooperative lineage 
by our retailers is doubled—or 
better.” 


Informal’ Campaign 

To introduce its new line of furni- 
ture, American Informal, Tomlinson 
of High Point is initiating the most 
dominant advertising program in the 
history of the company. 

Tomlinson will spend $100,000 for 
advertising, via Sweetser, Byrne and 
Harrington, in 1947. The opening 
gun in the class magazine field was a 
two-page color spread, showing the 
American Informal living room, din- 
ing room and bedroom groupings, in 
the June issue of House and Garden. 
This was timed to coincide with the 
introduction of the furniture in 200 
leading homefurnishings stores in the 
United States. 

Two-page color spreads also ap- 
peared in May issues of Guide To 
Brides, Bride’s Magazine, and in 
House Beautiful in July. Color ad- 
vertisements of the living room group- 
ings will appear in August House 
and Garden, September House Beau- 
tiful and Bride's Magazine, Autumn 
edition. The dining room furniture 
will be advertised in October House 
and Garden, November House Beau- 
tiful, the winter editions of Bride's 
and Guide to Brides. 

Now that there is a sustained pro- 
duction of American Informal furni- 
ture, Tomlinson is planning to ex- 


pand advertising to include mass mag: 
azines in 1948. 
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Doe Sates knows that to get into the right homes, you've got to get into 


The Detroit News. Recent surveys of the Detroit market conducted by The Detroit 


News show that The News reaches 65% of Detroit’s automobile owners, 


64% of the home owners, and 63% of the total income. This is percentage- 


LS. 


wise proof that the buying-powered segment of America’s 4th city can be 


adequately covered through The Detroit News alone. 


With the largest weekday circulation in Michigan and the largest 
trading area circulation, either weekday or Sunday, The Detroit News is the 


answer to‘your problem of reducing advertising costs. 


Total weekday circulation 421,999— Total Sunday circulation 


538,233—A.B.C. average for 6 months ending March 31, 1947 


National Representatives: Dan A. Carroll, 110 E. 42nd St., New York 17—The John E. Lutz Co., Tribune Tower, Chicago 11 


Owners and Operators of Radio Stations WWJ, WWJ-FM, WWJ-TV 
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items! 


Of course she can’t. Neither can any other homemaker. 

But the latest issue of The Chicago TIMES Pantry Poll can— 
and does. It tells what types and amounts of more than 1,900 
brand-identified grocery and allied products are stocked in 400 
representative Chicago homes. 

Pantry Poll can present this brand-preference picture accu- 
rately because housewives are not asked to rely on their memories 


for data. Instead, trained Northwestern University investigators 


visit 400 Pantry Poll Panel homes thrice yearly. They actually in- 
ventory every grocery and allied item on the shelves, in iceboxes, 


deep-freezers, and under the sink. 


This information, compiled in Pantry Poll, clearly indicates 


changing brand-preference trends in Chicago. It assists grocery- 
products producers and advertisers in mapping sales strategies to 
meet current conditions. 

The April, 1947, Pantry Poll is just off the press. If you are 
affiliated with the foods industry, take advantage of its help. Copies 


are available without charge from Pantry Poll, The Chicago 


TIMES, Chicago 6, Ii. 
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PICTOGRAPHS 


Planned by Philip Salisbury, Executive Editor, and designed by The Chartmakers, Inc. 


mark-ups i” 2 
baker’s dozen of retail trades 
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‘ aS Florist’s shop g1.23 
( rs 3 on Y Bakery shop g\.12 
— €*) Jeweler’s g1.01 
ps: j y Fur shop g1.00 | 
Ve Radio store 92 ] 
HERE’S A tT? | 
A Furniture store 9 
PAIR OF [ 3 } 
NYLON STOCKINGS Nee Gift sh : 
[ 2 ift shop 38 
pee 1 { 
i? Department store 719 ; 
The price that wholesalers —— a ; 
charge to retailers is 50 cents \G Ly Variety store q4 ) 
a pair. Here’s the price that RJ Drug store 73 
various retailers would put 3 om 
dil Filling station 67 
on the stockings, under their ie 
OCD 14 
awa aa | Grocery store 
traditional mark-ups: ———} -—4 62 
eee 1 
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GET TO THE MAN 


WHOSE “YES” GETs ACTION 


Sell him through the pages that Top Management 


values more highly than any other publication 


finer decisions set policies. Their 
voices get action. Their prefer- 
ences start patterns. 

It is these men—top management 
in many industries—who read The 
New York Journal of Commerce as 
regularly as their morning mail. 

Because it is the most complete, and 
authoritative daily report and anal- 
ysis of the tides of commerce. 

Because it carries many exclusive 
profit news features not to be found 
in any other publication. 


Because its readers could not man- 
age as effectively without the J-of-C’s 
vital, up-to-the-minute business news. 
reports of trends and exclusive price 
and supply factors. 


The Journal of Commerce holds 


x * * 


A Few of Thousands of 
J-of-C Advertisers 


American Airlines 
Old Gold Cigarettes 
General Electric 
Mark Cross 
American Iron & Steel Institute 
Irving Trust Company 
New York Central Railroad 
Buick 
Gulf Oil 
Alcoa Steamship Company 
Celanese ( orporation 
The New York Times 
Park & Tilford 
National Distillers 
Birds Eye Frosted Foods 
The Pullman Company 


the confidence of thousands of policy- 
making executives, who pay $20 a 
year to read it. Its circulation repre- 
sents probably the highest concentra- 
tion of top executives available to 
advertisers. 

If you advertise a business product 


or service, a commercial or industrial 
commodity, a consumer product with 


a top-income market, or an institu- 
tional message for top management, 
write or telephone for The Story of 
the J-of-C Market and a rate card. 
GET TO THE MEN WHO DECIDE. . . IN 
THE DAILY THAT HELPS THEM DECIDE. 


THE NEW YORK 


Journal of Lommerce 


53 Park Row, New York 15, N. Y. 


TOP MANAGEMENT’S 
GOOD RIGHT HAND 


Intensive Concentration of Top Management 
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Supers Get Most Trade 
from Nearby Folks 


Supers do draw from a wider radius than small stores, but on a per capita basis the people living near a super 
market are tremendously more valuable to the store than the people who live a considerable distance away — and 


the nearby folks are far more valuable to the store than they were pre-war when supers were a novelty. Sales are 
adjusted to the 1935-39 level of food prices. 


DISTANCES FROM STORE 


1/4 MI. 1/2 MI. 3/4 MI. 1 MI. 


oa pn 3c 2c 
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Pre-war Today Pre-war Today | Pre-war 
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WEEKAY BALES PER CAPITA 


Want Displays in 
Self-Service Stores? 


Food merchants are hard boiled. Display material must be a sales tool. They want: a display that assists in the sale 
of specific merchandise, modest in size that does not hide more merchandise than it helps to show, a special time- 
liness, a space for insertion of the store's. own price. 


Most popular display types for self-service stores, based on statement, ‘will use regularly:” 


PERCENT “will use regularly” 


Wall posters for produce department . ' 49% 
Strips for gondola and shelf molding . 7 og 
Cardboard floor dispensers . ; . sei 
Window banners ‘ . . . 68 
Over-wire banners a ; . ° ard | 
Easel-back cards for'end and floor display oe | 
Tuck-in cards for end and floor display mene wee md | 
Recipe and contest pads and envelopes al 
Wall posters (general) ‘ A ° we 
Magazine ad reprints ‘ ‘ . ” : 
I ight-cord displays ri z : ‘ 23% 
Small vending cartons . . . voi 
Floor cut-outs, ‘ ‘ e a8 
Window and floor decals. ‘ . ' 18% 
Ry 

PICTOGRAPH BY e: Carl Dipman of Progressive Grocer-belore S Ri. 
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Your FARM Magazine List Is Not Complete . 
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CACKLES 


BILLIONAIRE 
BIDDY 


Small chance for stoves to cool off on poultry farms where 


7 


families are big—and appetites bigger. Preparation of meals 
is a continuing chore, which means a need for modern, 
efficient cooking equipment. Knowing this, smart advertisers 
woo the 2-billion dollar poultry industry. They use Poultry 
Tribune, favorite buying guide in half-a-million leading farm 


homes. Watt Publishing Co., Mount Morris, III. 


y 
ay 500,000 


yy, 


7 Circulation 
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Chicago: Peck & Billingslea _ 
New York: Billingslea & Ficke bi fant 


ee ¥ 
iim GLY 


e..... WITHOUT 


JULY 15, 1947 75 


erica's Leading Specialized FARM MAGAZINE 


Tremendous MECHANIZATION 


by our farmers... 


YEARLY AVERAGE IN THOUSANDS OF UNITS 


Contrary to general impression, TRACTORS 361 MOLDBOARD PLOWS, 
TRACTOR 


production of farm machinery 


209 223 


did not stop during the war 


years, but actually continued at YY Y 


SSS: 


99 
Yf7, U2 ZG 
a higher rate than prewar. YY, Yj YY YY YY YY 
1935-39 1942-44 1945 1946 1935-39 1942-44 1945 1946 


CORN PICKERS COMBINES MILKING MACHINES 


(harvester-thresher ) 
265 


235 


yey 


182 


Y 
Y 
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1935-39 1942-44 1945 1946 1935-39 1942-44 1945 1946 1935-39 1942-44 1945 1946 


THEMES LIKED 
by Canadian drug customers 


Members of the Canadian Daily Newspaper Association cooperated by installing special 
professionally-dressed window displays in 100 drug stores, coast to coast. A list of from 15 to 


24 seasonal, related products currently advertised in the local newspaper was selected for 
the displays. 


Four themes were used in 4 monthly tests, and fcllowing is the percentage increase over 
normal sales for each theme 


a UN 


“Buy the large size” TRXyZ 


"Nationally advertised brands” GRYY, 


“Protect your health” 77% 


The test would seem to indicate that the public sees no reason to buy a product simply because it is nationally advertised— 
but does fall hard for the bargain offered by the larger size. 
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TWENTY GEOGRAPHICAL YARDSTICKS 


FOR ANALYZING YOUR ‘‘SALES’’ TO THE MANUFACTURING INDUSTRIES 


1939 Government Census figures never previously available, are presented in per- 
centage form. This table indicates the proportion of manufacturing activity (dollar value) 
by state and regions for each of the twenty divisions of the manufacturing industry. 


D R ROUP 
~ 
“i, e0 ' > 
SS Ss) 
NEW ENGLAND 40] * [269] 66 é 0 
MAINE 0.3] * 2.2] 0.1 i rs 
NEW HAMPSHIRE 0.1} * 1.5] * * 0.8] 1.7] 02] 01] - _ 5.91 0.3] 01] * * 0.3} * 0.2 
VERMONT * = 0.3] * ° 0.6] 0.5} 01] * * * * * * . > 0.5] * a * 
MASSACHUSETTS 28} * 112.2] 4.3] 0.7] 40] 7.4] 47132114] * [2901] 26125] 9294]76] 4.8] * * 7.6 
RHODE ISLAND 0.3} * 6.8] 0.3] 0.1] 02] 03] 04] 02] 02] * 0.1} 0210.4] * 1.0} 1.1] * * 2.2 
CONNECTICUT 0.5] * 3.9] 1.9] 0.3] 0.7] 1.4] 1.5] 1.4] * 3.7] 0.7] 09} 251 B89} 5.9] 4.3] 0.1] * 4.4 
MIDDLE ATLANTIC 91.91 6.7129.8162.0] — |21.0|26.9]37.2 135.6 | 3.2] 5.4]15.2] 30.3 131.5 [34.7 136.0]21.7] 2.8]21.5 150.6 
NEW YORK 11.2] 0.8] 929147.6] * 111.5 114.5 196.6 ]19.7 | 329] * 1159] 9.0] 621195 ]11.8] 8.4] * [10.3 133.5 
NEW JERSEY 3.7] 59] 66] 5.4] * 3.4] 46] 264159] * 5.4] * 6.0} 2.9116.5 }12.0] 4.1] 28] * 8.9 
PENNSYLVANIA 6.3] * |14.0] 9.0] * 6.1] 7.8] 8.0] 7.0] * * * 115.3 |99.4] 5.7]12.2] 9.2] * 111.2] 82 
EAST NORTH CENTRAL 96.9] 2.9] 5.9119.4] 5.5 121.8 110.1]17.1 [94.9 1199] 1.8114.29]99.4 144.3 [19.8 194.9 151.7165.0] 4.8194.5 
OHIO 4911.9] 1.5] 3.2] * 7.3] * * 6.5148] * 4.9 12.41 18.2] 5.6] 13.4415.7] * * 5.7 
INDIANA 3.0] 0.3] 0.7] 1.8] * 5.1] 1.9] 1.9]-3.8] * * 0.8] 52] 7.5) 27] 64] 5.5] 6.3] 3.3] 1.9 
ILLINOIS 11.5] * 1.4] 6.0] * * * 1132] 82] 60] 1.8] * 6.8110.9}| 7.4] * [15.3] 22} * 111.5 
MICHIGAN 3.3} * 0.7} 0.9] 22] 6.0] * * 5.3121] * 99} 40] 5.8] 4.1] 2.3] 861565] 1.5] 3.9 
WISCONSIN 4.2}] * 0.9] 0.5] 3.3] 3.4] 82] 20] 1.4] * * 6.3] 1.0] 1.9] * 2.8] 6.6] * * 1.5 
EST NORTH CENTRAL 17.7) - 1.0] 4.4] 12] 2.9] 3.7] 3.4] 5.3] 3.3] —- 0.4] 4.8] 25] 1.3] 3.7] 6.1] —- 2.5] 3.6 
MINNESOTA 4.5] * 0.3] 0.7] 1.1] 1.6] 1.5] 2.0] 09] 0.3] * 0.44 22] O06] * 0.4] 1.6] * 0.2) 0.8 
IOWA 4.3} * 0.4] 0.3] * 0.7] 0.2} * 0.6} — * * 1.4] 0.3] 0.1] 0.3] 29] * 0.2] 1.1 
MISSOURI 3.7} * 0.3] 3.2] * * 1.6] * 9.7] * * * * 1.4] 1.2] 3.0] 1.3] * 1.5] 1.4 
NORTH DAKOTA + om - - * + “ 0.1 * * = = * * * * * = _ * 
SOUTH DAKOTA 07; —-| —-[-]|* * | * [ o1{ * * * [oi] * | * [* T+ | -][ -][ * 
NEBRASKA 1.9} — * 0.1} 01] 0.3] 01] 05] O29] * * * 0.44] 0.1] * * 0.1 0.1} 0.2 
KANSAS 26] — - 0.1} * 0.3} 0.3] 0.7] 0.9 | 3.0] —- * 0.7] 0.1] * * 0.2 0.5] 0.1 
SOUTH ATLANTIC 6.6 128.7] 30.3] 6.1110.1113.8] 7.4] 4.61122 |] 93] 1.3] 3.0]10.4] 27] 1.3] 04] 1.8] — 7.3] 2.4 
DELAWARE 0.2} * 0.3} 0.1] * 0.4) * 0.11/06]01] * 0.9] 0.1] O24 * — | og] * 0.6} 0.3 
MARYLAND 1.9} * 0.71 25] 06] 1.1] 1.0] 1.3] 28] 1.4] 1.3] 08] 1.6] * * * 0.6) * 6.4] 1.2 
DISTRICT OF COLUMBIA | 0.3] — = * * * | oo] * * * - * | 0.4] * * * * * * | 0.1 
VIRGINIA 0.9196.7] 25] 0.9] * 3.2] 26] 0.7] 3.3] * * 1.3] 1.2] 0.3] 0.4] * 0.1]; * * 0.3 
WEST VIRGINIA 0.3} * 0.4} 0.1] 1.1] 0.4] * 0.3] 2.3] 0.7] * * 4911.9] 08] 0.3] O02] * * 0.2 
NORTH CAROLINA 0.7} * 114.0] 06] 3.7] 5.0] * 0.6} * * * * 0.8] 0.1] * * 0.2} * 0.1] * 
SOUTH CAROLINA 0.3} * 6.81] 02] 21} 98] 1.0] 02] 06] * * * * * * - 0.1) * * * 
GEORGIA 1.3] * 5611.6] * 171 1.41 071191061) * * 0.9} 02] 0.1] 01] 0.3) * 0.2} 0.2 
FLORIDA 0.7} 2.0] * 0.1} 26] 1.2] 1.2] 0.7] 0.7 | * ~ * 0.5] * * * 0.1] * * 0.1 
EAST SOUTH CENTRAL 3.3] - 9419.4) 4.7] 5.5] 1.0] 292] 59] 01] — 9.3] 3.8] 1.5] 0.4] 0.7] 0.9] — 1.3] 0.8 
KENTUCKY 19] * 0.3) 06] 1.1] 1.8] 0.1] 06] 0.4] * * 0.7] 0.7] 0.9] 0.3] 0.5] 0.5] * 0.1} 0.4 
TENNESSEE 1.31 * 9111.5] * 99] 09] 1.0] 3.4]01] * 16] 1.4] 06] * 0.1] 0.3} * * 0.4 
ALABAMA 0.5} — * 0.3} * 0.6} * 0.41 1.2] * * * 1.9] * 0.1} 0.1} 0.1] * 1.2] * 
MISSISSIPPI 0.3} - * * 3.6] 0.9] * 0210.9] —- * * 0.5] * * * * * * * 
ST SOUTH CENTRAL 6.41 021 06] 1.9] 7.5] 4.7] 3.0] 3.2] 4.4 |242] 0.1} — 4.5] 1.0] 06] — 94, — 1.0] 0.5 
ARKANSAS 0.3} - * 0.1) * 1.29] * 02105105] * _ 0.3] * 0.1] * * * * * 
LOUISIANA 19] 02] 02] 06] 3.6] 1.0] 25] 05] 15] * - * 12] 02] 0.1] * 0.2] * 0.4] 0.1 
OKLAHOMA 1.0} — * * 0.5] 0.4] * 0.6 | 0.3 | * * * 09102]0.4] * 0.4) * * 0.1 
TEXAS 3.2} * 0.41 1.2] 3.4] 2.1] 0.5] 1.9] 9.1 [23.7] 0.1] * 2.1] 0.6] * * 1.8] * 0.6} 0.3 
MOUNTAIN 26] — = 0.17] 2.8] 0.5] - 12] 04]1.0] — = 12] 0.1] 69] — | 02] —- = 0.2 
MONTANA 0.3} — — * * 0.1} — 0.2} * 0.5} - * 0.1} * 3.3] - * - _ * 
IDAHO 0.4) — = * 21] * — | 0.1} * * = ~~ | Otn = 0.7] —- * * * * 
WYOMING 0.1 ini pet oad 0.1 * -_ * * * aie * 0.1 * * * * * 
COLORADO 1.0] * - 0.1} 0.2] 0.3] * 0.5} 02] * * * 0.5} * * * 0.2| * * 0.2 
NEW MEXICO 01} — * * 0.3} * - O77 % 0.1} — * * * * = * - wt 
ARIZONA oof — — ~ * * - 0.1} 0.1] — - * 0.1} * * - * * - * 
UTAH 0.5} * * * 0.11 0.11 * 0.2} 01104] —- * 0.2} 0.1] 29] * * * - * 
NEVADA * = ws * o * oa * * on = a 0.1 * * = * - are * 
PACIFIC Tol T OTT 2411671 721 541 141 «511 - | 68] 01] 61] 36] 01] — | 3.7] 3.0] 01] 25 
WASHINGTON 1.5] - * 0.3116.7] * 41] 0.9] 0.4] * * 0.1] 1.0] 0.4] * * 0.3] * * 03 
OREGON 1.0] * * 0.2} * 1.3] 1.3] 05] 02] * * * * 0.2} 01} * 0.2| * 0.1} 0.2 
CALIFORNIA 8.5] * 0.7} 2.9] * 5.9| * * 4.5] * 6.8] * 5.1] 3.2] * * 3.2] 3.0] * 2.0 
OTHER STATES 06169.31 3.5] 0.5 149.6 115.3 131.3 122.6 | 1.6 [51.6 [81.0]37.9] 5.0] 7.1 [23.7 [19.8 | 0.3] 99.1161.6] 0.6 


*Indicates either less than one-tenth of a percent or grouped in ‘Other States'’ to avoid disclosure of individual company operations. 


Does Advertising 
Cost More Today? 


There’s been a hue and cry about increased advertising costs, but the increase has been almost entirely in production 
costs. Space and time charges based upon millions of circulation are actually lower. 


Here, for example, are costs per thousand for B. & W. and 4-color costs in American magazines 
by five-year periods. Newspapers and radio tell a similar story. 


| 
| 
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How much is a Br ide worth? 


According to Bruce Barton the average bride is a potential $2,000 customer, covering various items of wear, linens, 
furniture and related housekeeping equipment. Even the more conservative average of $1,000 for the 6,761,000 


normal marriage estimate for 1946-1950 would bring $6 billion, plus $4 billion for pent-up demand from wartime 
marriages. 


Here’s the way marriages have been running since 1940, with Census projections 
for future years. 
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PICTOGRAPH BY SM 


Sales Msxncement Source: Marketing Division of Hearst Magazines, | =i, 


Promotion 


LETS TAKE A WALK DOWN 


NATIONAL ARTERY .. . is the Main Street 
of small towns. Here rural markets spend— 
and provide a constant sales barometer. 
The booklet's by Simonds and Simonds. 


A Walk Down Main... 


A new type of market data book, 
analyzing the rural markets of Amer- 
ica, is offered by Simonds & Simonds, 
Inc., 201 N. Wells St., Chicago. 
The booklet defines the size and pros- 
perity'of America’s rich rural mar- 
kets and shows examples of success- 
ful marketing campaigns. One section 
is devoted to what farmers and small 
town residents plan to buy in 1947-48. 


The Swiss Market... 

Publicitas, the biggest advertising 
enterprise in Switzerland, has pre- 
pared a booklet, The Swiss Market, 
which puts a bead on the country— 
advertising-wise. It also gives a brief 
but thorough picture of Publicitas, 
its functions and services. Interest- 
ing: Switzerland has the largest num- 
ber of newspapers, in relation to pop- 
ulation, of any country in the world. 
Write Publicitas S.A., Société 
Anoyme Suisse De Publicité, Lau- 
sanne, Sussie. 


Facts About Cleveland... 


The Cleveland Press recently com- 
pleted a valuable book, ‘Market 
Facts About Cleveland and Adjacent 
Territory.” Every conceivable factor 
has been developed—The Market, 
History, Geography, Industry, 
Trade Channels, Transportation, to 
name a few. Retail Sales figures were 
from S.M. 


And a Market Map... . 


The Toledo Blade offers another 
of its excellent Market Maps, con- 
taining County Data, Coverage of 
Cities and Towns by the newspaper. 
S.M.’s Survey of Buying Power sup- 
plied some of the figures. The paper 
will send you a copy, gratis. 
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po——— HERE’S WHAT THE ABC TROY CITY ZONE OFFERS: 


greater 
results 


.ssss.you must choose a 
big market with high retail 
sales, buying income and 
complete, low-cost coverage 


$77,195,000" 
BUYING INCOME _ $151,474,000" 
99.8% ' 


14c per line 


In the ABC 
Troy Retail Trade Zone 
a full-page costs less 
than 1 cent per 


ABC Cir 


Total win Paid: 49 303 family reached 


RECORD 
NEWSPAPERS 


- THE TROY RECORD - 


* THE TIMES RECORD - 
TROY,N. Y. 


% The Post is edited for the 


active half of Cincinnati — 


the young-in-heart, inquiring- 
in-mind — 155,900 families 
who actively respond to adver- 
tising. 


The 
7 incinnati 
Post 


REACH THE 


neacnes 97% OF CINCINNATI 


The REFRIGERATING 
DATA BOOK... 


in the field 4 


@ That's the REFRIGERATING DATA 
BOOK . . . with a guaranteed paid 
circulation in excess of 15,000 copies 
. « « plus industry-wide acceptance 
and use. 

@ REFRIGERATING DATA BOOK 
users refer constantly to the hundreds 
of pages of fundamental refrigerat- 
ing data and the “where to buy it" 
information in the Refrigeration Clas- 
sified section in the back of the book. 
@ Published by the AMERICAN 
SOCIETY OF REFRIGERATING EN- 
GINEERS, publishers of REFRIGER- 
ATING ENGINEERING, official jour- 
nal of the industry. 


CLOSING DATE: August 15, 1947 


THE AMERICAN SOCIETY OF 
REFRIGERATING ENGINEERS 
40 West 40th Street 
New York 18, N. Y. 


Shop Talk 


Back to a steamy New York, after four weeks in the far west. 
Summer is y’cumin’ in, with a hot, moist and fetid breath. Out in 
the stock room Coca Cola empties are going out by the gross. The 
girls all have new upswept hair-dos and Gypsy sun-burns, and their 
noses are punctuated with freckles no cake make-up can conceal. 
I had barely nibbled at a pile of interesting mail when the Production 
Manager poked in, saluted, “Hi’ya, Stranger!” and added ‘“Tomor- 
row’s closing date’’—as though it were an afterthought. 


A fine Federation meeting in Los Angeles, it was. This morning | shall 
dictate a belated letter to Ex-President Dan Danielson to thank him and 
his capable committee for a stimulating meeting and all the pleasant 
western hospitality that went with it. 


Things to Come in Retailing: ‘Iwo days after the convention 
closed, one of our Los Angeles hosts took me on a revealing sight- 
seeing tour to see what must be the most modern retail community 
in America. . .. the shopping centers of Beverly Hills and Westwood. 
If you sell through retail channels, and you have not seen these 
communities, | urge you to set aside a day when you next visit Los 
Angeles, to contemplate the shape of things to come. 


I believe it was three years ago that the Pittsburgh Plate Glass 
Co. commissioned a score of leading architects to visualize, in draw- 
ings, their conception of the retail store of tomorrow. ‘Their ideas 
were transferred to slides, and at that time the publication folks who 
make up a professional group here in Manhattan called the New 
York Business Paper Editors, saw the sketches and heard a PPG 
executive talk about the trends in store designs that could be expected 
after the war. Some of them seemed “radical” then. But today the 
shopping centers of Beverly Hills and Westwood demonstrate the 
reality. I was particularly impressed with the use of light, the use 
of color, and the use of shrubbery as part of the store design schemes. 
Here we definitely see Hollywood’s flair for “setting” adapted to 
merchandising. Even the tightwads must give way before the 
enhanced appeal of goods offered in such engaging settings. 


One idea that leaps into the mind immediately is this: What profound 
effects will this new type of retailing establishment have on sales promo- 
tion media? Surely the now-standard types of window display are now 
dated. Surely the counters and display cases will demand far more 
advanced thinking about promotion media. Type faces, color, art treat- 


ments, size . . . everything will have to be keyed to these new and exciting 
retail surroundings. 


Cheers for Mr. Wilson: We hit a clean bull’s eye with the 
article, ‘‘Salesmanship as a Profession,” the Parlin Memorial study 
by Robert S. Wilson, vice-president of Goodyear, which appeared 
in SM for June 15. The first run of reprints is sold out, the second 
on the way. Sampling of the companies that have ordered: Graybar 
Electric, Bendix-Westinghouse Automotive Air Brake, Western 
Electric International, Commercial Solvents, Blackhawk Manufac- 
turing Co., General Foods, Pitney-Bowes, Detroit-Michigan Stove 


Co., U. S. Rubber, Skelly Oil, RCA, Alexander Smith & Sons. 


Industry's Own Front Yard: You may have seen a full page 
newspaper advertisement sponsored in the spring of this year by 
McGraw-Hill, headlined, “Our ‘Teachers—They Need the Help of 
Business Now.” It was addressed ‘‘not to the conscience of the 
community ... but directly to business . . . and to its hard core of 
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common sense.” It plead for local leadership from business in 
obtaining critically needed economic relief for teachers. 


Down in Pennsylvania there’s at least one company that recognized 
that need more than a year ago—and did something about it. The 
company is Lebanon Steel Foundry, Lebanon, Pa., and the man 
behind the development of the firm’s outstanding program of com- 
munity relations is W. H. Worrilow, Lebanon’s president. (See 
page 124.) The story is told in this issue, not by Mr. Worrilow, 
but by Harvey S. Bolan, superintendent of schools in Lebanon. 


We hope 5M’s readers will grasp the deep implications behind 
the bare facts Dr. Bolan is presenting. Winning the confidence of 
the public is currently one of management’s deepest concerns. There’s 
a growing belief that the one best way to combat influences of selfish 
pressure groups and the propaganda of the wild-eyed zealots, is 
through intelligent handling of the problem by individual companies, 
developed in programs designed for their own employes first, and 
then for the whole community of which the business is a part. 


The development of confidence and understanding on a community 
level can do much to prevent future conflict between management 
and labor. And that confidence and understanding can be built— 
just as Lebanon has demonstrated—through the schools, the churches, 
the farmers, the homemakers, as well as through industry’s own 
employes. It’s an opportunity for all management men who are 
concerned about the future of free enterprise. 


Stockholm Wire: This subject of community relations was 
touched upon, too, by Alvin E. Dodd, president of the American 
Management Association, in an address before the Internationa! 
Management Congress held July 2-10 in Sweden’s capital. Said 
Mr. Dodd: 


“Business in America is being increasingly regarded as a social 
institution with social responsibilities whose main objective is the 
greatest satisfaction of owners, employes, consumers, and the 
public.” 


“Despite the remarkable accomplishment of American business 
during the war, he told the Congress, businessmen are still searching 
for ways to align business policy more closely with the interests ot 
other groups and the economy as a whole. In trying to do this, he 
said, American business is working toward five goals: 


‘An increase in the status of management, integration of business 
with the rest of the community, abandonment of short-sighted and 
emotional attitudes, continuation of the rate of technological progress 
and the achievement of a competence in human relations equal to that 
in technical development.” 


Mr. Dodd couldn’t have done much better if he had been asked to 
write a five-year platform for top management which intelligently 
combines the practical with the ideal. 


Recommended Sales Tool: Hagstrom has sent me a copy of a 
newly revised edition of the “Atlas and Official Postal Guide of the 
City of New York (Five Boroughs)’ which might well turn out to 
be an indispensable aid to sales managers who find themselves over- 
whelmed by the complicated geography of America’s biggest market. 
The detail maps of Manhattan, Richmond, Queens, Kings and the 
Bronx are in color, are clear and readable. Useful in handling rout- 
ing problems, in plotting markets, in making research analyses. The 
atlas lists and locates airports, beaches, colleges, golf clubs, hospitals, 
parks, sports arenas. Includes a subway map, a special map of ‘Times 
Square. Costs $1.25. Hagstrom Company’s address: 20 Vesey 
Street, New York 7, New York. 

A. R. HAHN 
Managing Editor 
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LUGCACE PRIZES 


FOR YOUR SALESMEW/ 


( 


FIELD EXECUTIVE SET Top Grain Cowhide 


SALES CONTESTS ARE BACK! 


The return of competition means the return 
of sales contests . . . and a contest is 
only as good as its prizes. 


Here are quality prizes that will spur your 
sales force to that extra effort that is 
needed today. Every salesman wants and 
needs luggage. 


This nationally-advertised luggage is bench- 
crafted of choice leather . . . rugged steel 
frame construction. Two-Suiter has ex- 
clusive removable SUIT-PAC feature for 
quick, easy packing. Handsome brass hard- 
ware. 


YOUR COST: 24” Two-Suiter $39.50, 21” 
Overniter $31.50. Both for $71.00—na- 
tionally advertised consumer price, incl. 
Fed. tax, $142.14. 


FirnmMAN LeatHer Goons Corp. 
137 EAST 25th STREET, NEW YORK 10,.N.Y. 


Sample orders invited. Manutactured and sold by 


This Is Gandy Bridge 


which joins the neighboring cities of 
Tampa and St. Petersburg. These two 
cities make up one of Florida's greatest 
Metropolitan Markets . . . And 40% of 
this market—2 out of 5 buyers—live in 
St. Petersburg. 


In St. Petersburg no Tampa paper has 
as much as 600 average daily circula- 
tion. To sell this important 40% of the 
Tampa-St. Petersburg market, use St. 
Petersburg's own newspapers. 


ST. PETERSBURG, FLORIDA 
TIMES (M & S) and 
INDEPENDENT (E) 


Reeresented netioncity by 


Thels & Simpson Co., Inc. 


In Florida by V. J. Obeneur, Jr, Jacksonville 


IN ST. PETERSBURG - TAMPA 


AROUND TOWN with relisse 


“Melisse says yes, to only one!”— 


One store in a town Exclusive from 
coast to coast. 


Melisse, creator and producer of the sensa 
tional adv. cartoon series “Around Town 
With Melisse’’ has a distinctive philosophy 
of adv. and selling—a rare combination of 
public relations, institutional and merchan 
dising insight quipped with that Melissé 
touch of humor, art and copy. Melisse, who 
has created important new formats and 
selling techniques for national advertisers, 
NOW offers a NEW service to stores on 


Exclusive Franchise basis. 


A one year Melisse Feature Service con 
sisting of 150 Melisse cartoons, fashion illus 
trations, copy, punchlines and ideas to meet 
merchandising needs of your store for each 
season of the year, with mats ready to place 
in your local papers Personal attention 
given to special requirements of each 
sponsor. 


Melisse Coordinates Program 


Subscribers will benefit by Melisse manikins, 
display, murals, Melisse original fashions 
(Ensemble illustrated above on Melisse girl 
is one of the many original Melisse Fashions 
now available) and other Melisse prod 
ucts to create personality touches for your 
store and stimulate sales including national 
promotional tie-ins with radio and movie 
industry 


Melisse Brings Following at First Sight 


Melisse is a copyrighted property none can 
copy. Your ads will stand out from all 
others, creating a special personality identi 
feation for your store Quick volume in 
crease and so EASY ON THE BUDGE’ 


Be Part of a National Institution 
and Cash in or Melisse 


PLS Melisse Adv. Idea Service is recog 
nized by the Biggest—Drs. of Lit., Ph., 
Sc., and B.A.’s 


GREAT talent 


MELISSE ADV. IDEA SERVICE 


310 E. 55th St., N. Y. 22, N. Y. 
Phone Plaza 3-9048 
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Automotive Trade Clinics: 
How to Plan Them 


Automotive Advertisers Council in 
cooperation with leading automotive 
wholesalers and national trade asso- 
ciations has prepared a ‘Guidebook 
to More Profitable Customer Meet- 
ings Conducted by Automotive 
Wholesalers.” 

Based on experiences reported by 
wholesalers and manufacturers of 
parts, accessories, supplies and shop 
equipment for the automotive after- 
market, the purpose of the book is to 
serve as a guide in the accomplish- 
ment of better planned, better man- 
aged trade clinics and meetings, 
which will produce maximum benefit 
and profit for those who attend and 
for the wholesalers and the manufac- 
turers who sponsor them. 

‘The conviction seems very general 
that one of the quickest and most 
thorough ways by which to re-intro- 
duce old products and to get new 
products directly before customers is 
through well organized, properly con- 
ducted, local trade clinics or meet- 
ings,” the Council points out. 

“Discussing trade meetings among 
ourselves and with leading wholesal- 
ers and association executives, it was 
apparent that there existed no gen- 
erally accepted understanding of the 
factors which need consideration in 
planning and managing a good trade 
meeting. This was true among manu- 
facturer executives and their field 
representatives as it was amoung 
wholesalers.” 

Many people worked together to 
make the guidebook possible: The 
Motor and Equipment Wholesalers 
Association through its executives and 
leading members both in the United 
States and Canada; the National 
Standard Parts Association through 
its executives and leading wholesaler 
members across the country; the 55 
manufacturers of parts, shop equip- 
ment, tools, accessories and supplies, 
who are members of the Automotive 
Advertisers Council, through both 
their headquarters’ sales and mer- 
chandising executives and their field 
sales forces, and the council itself, in 
round-table discussion of three of its 
semi-annual general meetings. 

The book is made up for quick 
reference. Printed in black and red, 
it is generously illustrated with car- 
toons and charts. Six chapters make 
up the contents: 

The “Dollars and Sense” of Trade 
Meetings 

‘Types of Meetings 


Quick Check-List of 
Factors 

What the Wholesaler Can Do to 
Help Assure Profitable Meetings 

What the Manufacturer Can Do 
to Help Assure Profitable Meetings 

Tabulation of Questionnaire Re- 
sults 

At the end of the contents is a list 
of members, together with their ad- 
dresses, of wholesalers Advisory 
Panel, also a list of members of 
Automotive Advertisers Council. 

The Council states: 

“The great volume of merchandise 


Important 


ok. 
a) 


On the right trail... 


and service which the automotive 
aftermarket represents, inevitably 
will go to those who offer most in the 
way of quality, service and price. 

“Wholesalers need to be constantly 
alert to this fact in order to preserve 
and strengthen their place in the dis- 
tribution set-up. Intensive and efh- 
cient cultivation of the full sales 
potential of the territory is the way 
to keep sales high and distribution 
costs down. 

“Trade meetings, clinics, schools, 
etc., are sales-promotion methods 
which must be considered by all ag- 
gressive wholesalers. Competing chan- 
nels of distribution use them effec- 
tively. Vehicle manufacturers, tire 
companies and gas and oil companies, 
for example, are accustomed to hold- 
ing trade meetings regularly. Inde- 
pendent wholesalers need to meet this 
with equally good or better meetings 
and clinics of their own. Unless they 
do so, vehicle-agency service depart- 
ments, independent repair shops and 
Heet shops may be weaned away from 
them. 

“It is the sincere hope, therefore. 
of the Automotive Advertisers Coun- 
cil that the information in the Guide- 
book will be of real assistance in 
helping wholesalers to strengthen 
their service as distributors through 
carefully planned trade clinics. 
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The best way to get people 


} 


| to go places... / ravel Films 


Guatemala, Paris. Yellowstone Park... that are to be had there — picture all these things 
realistically, colorfully, excitingly. 

eee The ideal medium for travel promotion... 
: and fun mn places like these. Now that travel is coming into its own again, a 


good film may be just the thing you and your 


there are beauty, romance, excitement, 


\nd if you want to give the public a chance travel agents need to sell the public on vour line 
| ‘0 realize this . . . and act upon it... use an ... vour state... vour town... your resort. For 
idvertising medium that’s dvnamic enough for help. see a commercial producer. As a result of 
‘he purpose. Use films... recent advances in production, projection, and 
Then you can really weave a spell... really distribution technics, you can now do a better 
tell” a story that will do justice to the beauty, to job with films than ever before. 
the romantic possibilities of a place —that will Eastman Kodak Company 
enable you to picture the excitement and fun Rochester 4, N. Y. 


a 


~ Kodak 


Business Films ... another important function of photography 


Hop the train, plane or head your car 
toward the cool, green-and-blue Pacific 
Northwest! All outdoors is air-conditioned 
—night and day. You'll have a holiday that 
will really give you a lift... and you'll 
discover some very startling things about 
the new and greater Seattle market. In 
fact, your trip will probably pay for itself 
in hard cash return. Come on out—we're 
expecting you. 


—4 Moco Sells SEATTLE 


THE 


SEATTLE TIMES 


FIRST in Circulation + FIRST in Results in Seattle 


Represented by O’MARA G ORMSBEE, Inc. 
New York + Chicago + Detroit - Los Angeles + San Francisco 


SALES MANAGEMENT 


WIN A NEW HOME! 


Primer on Prize Contests 


BY FRANK WAGGONER 


Here's a syllabus to put you in the money—and keep you 
out of legal quicksand—when you sponsor a contest. It 
boils down all the essentials about types of contests, 
rules, judging, dealer tieup, merchandising & advertising. 


With return of the competitive era 
and products making their come-back 
to the dealers’ shelves, there is once 
again the opportunity for customers 
to make their selections of the brands 
they will buy instead of being obliged 
to take whatever is available. 

Chat very fact emphasizes the im- 
portance of getting one’s product into 
homes by the thousands as quickly 
as possible, where it can be used, and 
through use sell itself as the one to be 
purchased regularly. 

There are three standard methods 
by which this is being accomplished. 
One is by sampling. There the manu- 
tacturer bears not only the full cost 
ot the sample, but in addition, that 
ot the house-to-house distribution. 
Another, is through a partial-payment 
coupon, good for 10c or 15c, when 
the product is bought at a_ local 
store. Under this plan the manufac- 
turer reimburses the store for the full 
value of the coupon credit, plus 
usually le a coupon for making the 
returns. The third method is via 
the prize contest. It may be said to 
be a form of sampling, only the sam- 
ples are paid for at full regular prices. 
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In comparing the net costs of the 
three methods, no account need be 
taken of the sums spent for support 
ing advertising, as in each case it 
usually means but dive rting a part of 
the advertising appropriation set aparé 
for the product and applying it to the 
campaign, although in some cases a 
special appropriation is made. 

On both the house-to-house distri- 
bution and the use of partial-payment 
coupons, the cost of getting a unit 
of the product into the hands of the 
consumer ranges on the average from 
lle to 16c including in the case of 
the latter the dealer compensation 
of le per coupon for handling, and 
based on the volume of units, amounts 
as follows: 


Everybody Wants One 


The success of this Spic and Span 
offer (photo above) was due to the 
great number of people who wanted 
homes and in the contest saw chance 
of owning one—over a million entered. 


Ile per Unit 


100,000 $11,000.00 
250,000 27,500.00 
500,000 55,000.00 


1,000,000 110,000.00 
l6c per Unit 


100,000 $16,000.00 
250,000 40,000.00 
500,000 80,000.00 
1,000,000 160,000.00 


The appeal of the prize contest 
method of quick volume distribution 
lies largely in its low cost as com- 
pared with that of the other two 
types. It can be seen that prizes cost- 
ing, in the aggregate, only from a 
quarter to a half of that of the other 
two methods, insures offerings so al- 
luring as to value that they attract 
even larger numbers of entries, all of 
whom have purchased the product at 
full cost. 

With distribution of a product only 
sectional, it is not unusual for the 
number of entries in a prize contest 
to equal or exceed a million. It is 
understood that the contest conducted 
last Fall by The Kroger Co., Cincin- 
nati, on behalf of two blends of coffee, 
calling for the completion of the last 
line of a jingle, approximated, if not 
exceeded, a million. On nation-wide 
contests, a half a million entries is 
cause for disappointment. 

Anyone who has watched the pa- 
rade of prize contests since the war 
must have been impressed with the 
large number of those calling for the 
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Sell Cook Books 


mer\ P, D.\sranps ror 
Planned Distribution 


The P.D. 2-in-1 market (Greater 
Cleveland plus the 26 adjacent 
counties) gives you Ohio's two 


richest markets at one low cost. 


The Plain Dealer is Fnough 


—if You Use it Enough 


CLENEL. et ae WEAR 
> WHAM. THLE Wirt a ' 


Scents absurd, doesn’t it? Yet many concerns 
have made similar fatal mistakes in trying to 
operate without knowing exactly where their cus- 
tomers were located . . . a warning that it doesn’t 
pay to guess at your market. 

The specialized service offered by the Plain Dealer 
Market Survey department eliminates the guess- 
work from your marketing program in the Cleve- 
land area. It tells you where the best customers 
for your particular product are located, how much 
they will potentially spend and the relative sales 
you may expect. Just call or write a Plain Dealer 
representative for an appointment to receive this 
individualized service. 


CLEVELAND 


to (Canniba ls? 


-PLAIN DEALE 


Clevelands Home Nerespaprer 


John B. Woodward, Inc., New York, Chicago, Detroit, San Francisco, Los Angeles 
A. 8. Grant, Atlanta 
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completion of a sentence beginning, 
“T like... . because.” It involves 
a study of the product and a search- 
ing for, and enumerating, its advan- 
tages, thereby classifying the contest- 
ants as being favorably committed to 
it—a most important phase, and one 
that is entirely lacking in the two 
other methods. 

Employing something of the same 
technique, J. A. Folger & Co., San 
Francisco, ran a series of contests, 
part one of each called for the solv- 
ing of a crossword puzzle that em- 
bodied many facts about Folger’s 
coffee, and created added familiarity 
with the product. Another variation 
was found in the recent series of six 
weekly contests staged by Planters 
Nut & Chocolate Co., Wilkes-barre, 
Pa., in which contestants were asked 
to list as many words as possible. 
using only the letters in the name 
Planters Peanuts. As_ contestants 
worked at their word-building, the 
name was being indelibly imprinted 
on their memory. 


Cash vs. Merchandise Prizes 


Naturally major prizes should re- 
lect the greatest wants of the most 
people. Quaker Oats recently offered 
a 5-room house and $1,000 to apply 
on the purchase of a lot. Procter & 
Gamble Co., Cincinnati, followed of- 
fering on behalf of Spic and Span 
five 5'4-room houses, and $4,000 
cash with each to cover cost of lot, 
erection an dcomplete finishing. Au- 
tomobiles, refrigerators, radio-phono- 
graphs, washing machines, and gas 
ranges have been major prizes in a 
number of contests. 

The question of cash or merchan- 
dise prizes always arises, but with 
predominant opinion in favor of mer- 
chandise. With merchandise prizes 
the values offered are practically dou- 
ble what the sponsor pays, for he 
buys at wholesale, or better, while 
with a cash prize the winner is re- 
mitted to purchases at retail. In addi- 
tion, the merchandise prize remains as 
a lasting reminder of success and an 
insurer of lasting good-will. 

Single contests run from two weeks 
to a month as a rule, while series 
of contests are usually on a weekly 
basis, and run from four to six weeks. 
The Spic and Span series had a five 
week schedule, and six for the 
Planters Peanuts series. 

The point to be remembered is that 
the closing date of single contests 
should not be so far away that inter- 
est on the part of the public and 
the trade cannot be sustained through- 
out the contest period. It is the con- 
sensus that weekly contests should not 
€ over six, and for the same reason. 
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As the purpose of a contest is to 
induce as many as possible to pur- 
chase the product within the contest 
period, it is provided that a box top, 
wrapper, trade-mark or other product 
identification accompany the entry to 
prove the fact of purchase. 

Some concerns make it optional to 
send in either the evidence of pur- 
chase, “or a_ reasonable facsimile 
thereof.”’ This is considered no longer 
required. It probably has no influence 
on the number of tokens sent in, and 
yet it would make the contest un 
objectionable in the event of any 


ordinance or regulation that might 
prohibit a purchase requirement. 
The Federal Trade Commission 
requires that contest rules be simple 
and clear, stating the dates of open- 
ing and closing, what is being offered, 
the avoidance of any element of lot- 
tery, and a provision that in case of 
ties, like prizes be awarded to all in 
the tie. 
Under FTC rulings the objection- 
able element of chance is present when 
a prize is conditioned on one being 
the first among so many to send in 
entries. Therefore no such provision 


During the past 10 years, The News-Sentinel has 
more than doubled its lead in circulation over 
Fort Wayne’s morning paper. Now covers 17,050 


more homes than morning paper. 


Delivered to 97.8°%, of all homes in 
Fort Wayne six evenings every week. 


Che News-Sentinel 


Gort Wayne's “Goad Luening” Newspaper 
FORT WAYNE, INDIANA 


REPRESENTATIVES: ALLEN-KLAPP CO. + NEW YORK—CHICAGO—DETROIT 
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ACT ON FACT 


Only with a firm foun- 
dation of fact can man- 
agement proceed with 


confidence. 


Our job is to see to it 
that our clients ACT 
ON FACT. 


We take the soundings 
and chart the course. 


You sail the ship. 


We offer a broad Mar- 
ket Research Service — 
fast — imaginative — 


flexible and accurate. 


Send for booklet 


“ACT on FACT” 


GOULD, BROWN 
& SUMNEY 


20 W. Jackson Blvd. 
Chicago, IIl. 


should De incorporated in a contest. 

In many contests it is provided that 
the submissions be the original work 
ot the persons sending same in. In 
contrast with that, in the Spic and 
Span contests it was provided that en- 
tries might be made in the names of 
other persons, such as relatives or 
friends. There seems to be no sub- 
stantial reason for restricting whose 
name shall be affixed to an entry, 
provided all other contest require- 
ments are met. 

‘The judging of a contest may be 
done by one or more named individ- 
uals, by members of the sponsor’s 
organization, or by a service company. 
Where judges are named, “and their 
assistants” should follow their names. 
‘The reason is that as a matter of 
law, where judges are named, every 
contestant has an inalienable right 
to have his entry passed upon by 
such judges, and no one else, unless 
notice is given that others than the 
judges may pass upon his entry. 


Contest Rules 


‘The contest rules should clearly 
state the basis on which the entries 
will be judged, such as aptness, orig- 
inality, and uniqueness. Many con- 
test rules warn against sending in 
elaborate or fancy presentations, the 
Planters’ rules going to the extent 
of stating that such entries will not 
be considered in making the awards. 

In every contest the rules should 
specifically state that all entries, con- 
tents and ideas therein become the 
property of the sponsor, and usable 
in such ways as the sponsor may elect. 
It should also be stated that no en- 
tries will be returned. 

It should also be stated in the rules 
that the contest is subject to any 
and all Federal, state or local laws. 
This is largely precautionary. 

Contests may be limited by geo- 
graphical boundaries, such as a county 
or group of counties, a state or group 
of states, continental United States, 
etc., and so stated in the rules, as 
well as the fact that company em- 
ployes, the advertising agency and 
sales agencies’ employes and members 
of their families may not participate. 

It is not necessary to state that 
entries will be acknowledged. How- 
ever, it is a nice gesture to send such 
acknowledgments in some neat and 
attractive form. 

There should be included in the 
rules a statement as to how the win- 
ners will be notified. The preferred 
practice is to state that it will be done 
by mail. Where the sponsor is on 
the air, in many cases it is stated that 
the names of winners of major prizes 
will be announced on the program, 
in addition to notification by mail. 


More and more contest rules con- 
tain a statement to the effect that a 


list of winners will be sent upon 
request upon receipt of stamped self- 
addressed envelope. It is good prac- 
tice to so provide. 

Particularly in the case of contests 


You Can Win « Big New 
{ 1947 CHEVROLET SEDAN 
Py 


Each week tor 5 weers comeome will win one of frase iycu 
views 1947 Me Deley. Qvick 


Each Week for 5 Weeks 
These Amazing Prizes! 


{ ist CONTEST amo CONTEST deo CONTEST 
md ends starts April 27th, ends 
midnight Mey 3rd 


4m CONTEST St CONTEST 


EACH WEEK someone will win a beautitul HomeOla 
heme plus $4000.00 cash to provide for lot, erection, 
painting, plumbing, landscaping and other features. 


so <isee e 
EACH WEEK someone will win o big 1947 Chevrolet 
4-door Sedan, Fleetmaster model. Quick delivery! No delay! 


HO Special Prizes 


EUREDA (ices cctcmc mows 


EACH WEEK 10 people will win a Eureka 1947 model 
complete Home-Cleaning System! .. 100 people will 


win @ sensational! new Evreke Cordiess Electric Iron. h 
The Eureka Home Cleaning System includes ) 
@ powertyl, new upright unit for rugs and 
j floor coverings——a tank type vnit fer al! 


“ebove the floor” cleaning—a f 
power driven waxer-polisher, 


end « complete set of cleaning % 
tools including paint spreyer and > 
)  de-mother \ 


Amazing Cord. e 
bess Electric ren has no "- 
cord te tangle and pyil! a = 
tron with etter hond al! PP te 
ever the beard. Seves 5 

time and eftert. Com. 

pletely Are-sefe 


Capr, 1947. The Procter 
*k Gamble Fo 


PLAYING UP the other prizes draws in 
added because they feel 
that the chances of winning are better. 


contestants 


ot the sentence-completing type, the 
advertising copy announcing the con- 
test usually gives hints to help the 
contestants in their work of com- 
pleting the sentence. One hint that 
is conspicuous by its absence, and 
which should be given, is that there 
must be no period used until the 
entry is completed, lest it be disquali- 
fied, for the reason that the require- 
ment is to complete a single sentence 
in so many words or less, and a break- 
ing of an entry into two sentences, 
even if within the specified number 
of words, is not compliance with con- 
test requirements. Warning is not 
necessary where such technicality 1s 
not held to disqualify the entry. 

In order to insure the hearty coop- 
eration of the dealers throughout the 
contest area and period, it is not un- 
common to announce that dealers 
from whom winning contestants 
bought the product will also receive 
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__ He Dallas Morning News 
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THE TEXAS ALMANAC 
RADIO STATIONS WFAA : 
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WFAA 


KERA 


In the Dallas area both population and buying- 


yower are swinging into higher brackets. 
Bills 


Circulation of The Dallas News has increased 
33. 1/3% since 1940. 


Many News advertisers report sales totals that 


are many times their 1939 or 1940 figures. 


Has your sales curve swung steeply upward? 
Could it swing higher if you could get 


production? 


For up-and-coming sales mappers here is one 


of America’s finest opportunity markets. 


Its a new day in this Dallas-News-covered 


Wonderland of Texas. 


It's a market in which you can set new sales 


quotas .. . set them high... and make them! 


——_————_. ar pews Member 
ys GH GAOTOOS, 
\, Doe Dav #% — —_—* AMPRICAN 
= % NEWSPAPER 
yep ) \ ™ ADVERTISING 


\ xs \. NETWORK 
, 


John B. Woodward, Inc. 


Representatives 
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THE COMPETITIONS 
GETTING 


Le HOT-T00! 


Yy/ 


Keep your sales 
sizzling with direct 
advertising pre- 
pared by experts. Let 


experience in result- 
ful direct mail help 
you meet and beat 
that competition. 
Whether you plan a campaign or a 
single mailing—we'll do everything 
from creation of copy and art to the 
actual mailing. 

Better begin planning NOW before 
the other fellow starts putting the 
heat on! 


For free consultation — 


D.H.AHREND CO. 
Cheative Diuct Cidueiooing 


333 EAST 44th STREET © NEW YORK17 


b=-- SL Pr aALe 4 


‘aca COUTICT siete EXPRESS >. 
'spital Plane Crashes; One Kill 


ey Asks Quick Passage of es ther = Bill 
Trerhwen 8 mrnmd Strike NYC Lave 

(nt T jams 

For tronceny * 


- 
e We wth Pe cas yas 
” 


~@ DICK TRACY JOE PALOOKA 
| \ THE GUMPS POPEYE 
ORPHAN ANNIE 
SMILING JACK 
HAROLD TEEN 
BRENDA STARR 
STEVE CANYON SMITTY 
(And many others both 
Daily and Sunday) 


THE NEBBS 


JIGGS 


REACH BUFFALO’S BUYING 
POWER thru the 


eli non 


Buffalo's Only 
(ovt" and Sunday Newspaper 


National Representatives : 
OSBORN, SCOLARO, MEEKER & CO,\ 


Ahrend’‘s 55 years of | 


/ness papers should be 


prizes, usually of cash. In such 
cases the contestants are asked to in- 
clude the name and address of the 
dealer with their own. A like space 
is provided on official entry blanks 
for the two sets of names and ad- 
dresses where dealer prizes are 
offered. The awarding of such prizes 
is a practice to be commended. 

The contest should be thoroughly 
promoted to and through the trade 
well in advance of its breaking to the 
public. The sponsor’s salesmen and 
those of the jobbers should be fur- 
nished with promotional literature, 
and urged to see that dealers are 
amply stocked with the product by 
the time the contest is realeased. Busi- 
used supple- 
with releases. Where 


mented press 


Ideas... 


dealers share with winning contest- 
ants such advance promotion is apt 
to be even more successful. 

The contest should be played up to 
the public by every available medium 
—magazines, newpapers, radio, out- 
door advertising and point- -of-sale ad- 
vertising. Obviously, prizes and how 
they may be won dominate copy. 
Point-of-sale advertising is particu- 
larly important as it ties offer of the 
prizes in with stores where the prod- 
uct may be purchased. Entry blanks 
in dealers’ stores are also important, 
and they should be placed where they 
will be readily accessible to the cus- 
tomers. Where possible, mass dis- 
plays of the product should be ar- 
ranged, reinforced by window stream- 
ers and store banners. 


supply lasts. . 


on company letterhead. 


1015. 


Syndicate Store 


1017. De Vry Corp.’s 
designed to meet all 
in 136-page catalog. 


1018. “How Many 


actual contracting power 


1019. How 
“NTovies Go to Work.” 


1020. 
gives 


1021. 
time” 
system. 


you 


building buying power. 
“Open the Door to $ales.”’ 
1023. 
of the Sioux City, lowa, 
other market presentations. 


1024. 


1026. 


Consumer 


you may have missed 


For the convenience of readers here is a brief check list of worthwhile 
booklets and catalogs described in recent issues, free to you while the 
. To get yours write Advertisers Service Bureau, SALES 
MANAGEMENT, 386 Fourth Avenue, New York 16, N. Y. Order by number 


For a complete picture of the syndicate store market get 
Merchandiser’s ‘““The Variety Market.” 


1016. What are the most popular brands in the 10 billion dollar 


Negro market? Interstate’s nation-wide survey gives the answers. 


three-purpose 
Audio-Visual and P.A. 


new 


Accounts Can 
is title of McGraw-Hill study showing how to measure the 


of industrial salesmen. 


Aetna makes movies pay is told in Bell & Howell’s 


Have you studied the advantages of air express? 
schedule of domestic and 


How Bussman Mfg. Co. turns “ 
is told in the booklet on Soundscriber’s electronic dictating 


1022. Rural families in the South are breaking all records in 
Progressive 


“Five Ways to Approach a Market Map” 
market 


How to get more returns from your business paper adver- 
tising is explained in Associated Business Papers’ 
1025. Change-of-pace promotion is described in 
Sales Executive Should Know about Dickie-Raymond.” 


The third annual edition of the Omaha World Herald’s 
Analysis is now available. 


projector—a _ unit 
needs—is described 


Your Handle?” 


Salesmen 


Folder 


international rates. 


paper time” into “selling 


Farmer tells the story in 
is a description 
and also a guide for studying 


“Hit the Road.” 
“Things Every 
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Brochure 


_} Tool used to burnish halftones in engraving 
C] Method of retouching 
| Printed booklet 


3. Logotype 
| Large wooden type 
_] Special kind of electroplate 
_] Trademark or signature 


Test your word knowledge 


of Paper and Printing 


2. Look-through 
Method of checking paper formation 
Opacity of paper 


Way of measuring gloss in paper 


— 
4. Whiteness 


‘Transparency of paper 


Degree of approach to ideal white in paper 
Cleanness of a proof 


ANSWERS 


sometimes used as a mailing 


\ sood exam- 


] Brochure is a printed booklet 3 Logotype is a trademark or title a 
i ili which distinguishes a product for 


piece. For brochures, or any quan- 
tity printing, use new 1947 Kimfect*. ple is the name 
It is a paper which blends utility with 
the rich appearance so characteristic 
of Levelcoat* printing papers. 


Look -Through is a method of 


checking paper formation by 


means of transmitted light. Labora- Now. greater whiteness, 
tory testing at Kimberly-Clark is as brightness, greater beauty 


constant as the manufacturing con- 
trols themselves — to keep Levelcoat 
papers uniformly excellent. 
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the buyer's protection. 


vears has identified a line 
dependable printing papers. 


Whiteness is the degree of ap- 

proach to ideal white in paper 

greater 
. . we om KIMBERLY. CLARK CORPORATION 

bodied in new 1947 

printers have a preference for this 

high-grade Levelcoat paper. 


“Leveleoat,” a PRINTING PAPERS 


Kimberly-Clark trademark which for 
of fine. LEVELCOAT* printing papers 


A PRODUCT OF 


Kimberly 
Clark 


RESEARCH 


are made in the following 
grades: TRUFECT*, KIMFECT*, 
Mu LtireEct* and RotoFect*. 


M 6. U. S. PAT. OFF. 


. Fine NEENAH, WISCONSIN 
1872— SEVENTY-FIVE YEARS OF FINE PAPER MAKING—1947 
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SALISBURY 


*FIRST 


in per capita 

SALES 
in 

North Carolina 


The SALISBURY 
POST 
Salisbury, North Carolina 
MILLINE RATE $4.57 
Represented by 


WARD GRIFFITH COMPANY, Inc. 


‘“‘Copr. 1947, Sales Management Survey of 
Buying Power; further reproduction not 
licensed.”’ 


EQUITABLE LIFE 
OF NEW YORK 


yoLel TER 


uses 


the REPL 


REPLY-O PRODUCTS CO. 


150 WEST 22nd St., NEW YORK 11 


The management man's 
preferred source of daily /S 
business news in the nation's 
greatest industrial area 

=the Central West. 


Chicago Hournal 


of Commerce 
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MOOD MUSIC PLUS REFRESHMENTS: Combination radio and bar is presented 


by the maker as the answer to that call for a celebration or consolation party. 


... coming your way 


«ssssporto baradio, combination 
portable bar and radio, is being 
offered by Porto Products, Inc., 
for use in homes, offices, clubs, etc. 
Fashioned of Bakelite the Baradio 
features an inset Stewart-Warner 
radio, and in the tray-type top 
there are two glass decanters, six 
highball glasses, four jigger glasses, 
an ice tray, and six glass mixers. 
The highly selective Superhetero- 
dyne radio, designed for operation 
on either AC or DC current, fea- 
tures seven-tube performance with 
five tubes, including two dual pur- 
pose tubes, built-in loop antenna, 
P. MI. speaker, automatic volume 
control and simple tuning arrange- 
ment. It is equipped with a 10- 
foot detachable cord. 


ssees fisherman's smock, a light- 
weight one-piece rubberized gar- 
ment which features foul weather 
protection, has been developed by 
B. F. Goodrich Co. Among the 
its principal advantages: (1) af- 
fords especially good protection 
when user is sitting; (2) does not 
pocket water in folds; (3) allows 
freedom of movement. Made in 
light olive green, in small, medium, 
large and extra large sizes, the 
smock weighs only 134 pounds. 
Made of Ameripol rubber, the 
water-proot cloak will not crack 
and is acid-proot. 


«es:revolutionary bread 
wrapper that is said to keep bread 
fresh to the last slice has been 
evolved by Mlprint, Inc. Princi- 
pal feature of the new Ever-Fresh 
wrapper is that one of its ends 


forms a re-inforced cap which is 
separated from the main part of 
the wrapper upon opening of the 
package by means of a zip-strip. 
After enough slices for a serving 
have been removed from the loaf. 
the cap is then replaced over the 
remainder of the loaf. The cap 
fits on like the lid of a box and 
in such a way that it squeezes most 
of the air out of the wrapper and 


FOR FRESHER BREAD: Sectional wrap- 


per works like a telescope-type box. 


thus keeps the bread fresher. In 
other words the cap is the same as 
is employed on any telescope-type 
container. ‘The company points out 
that the new wrapper can be used 
on standard end-feed bread wrap- 
ping machines. 
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«sss: Plumber's boiler fuse, 
a liquid product, is a colloid which 
seals leaks in high and low pres- 
sure boilers, radiators, piping, 
valves, and heaters. It is claimed 
that when it is poured into the 
heating system or boiler it imme- 
diately fills in the leaks with a last- 
ing, pressure-resistant seal. Fur- 
thermore, the product contains no 
solids which would interfere with 
the circulation of a heating system. 
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PLUMBER'S 
BOILER 
-FUSE 


LIQUID FUSE: Easy to use, it fills in 
leaks with a lasting and _ pressure-re- 
sistant seal. Comes in quart size can. 


«sss. frozen foods cabinet-on- 
wheels has been introduced by 
the Appliance Division of Noma 
Electric Corp. Big advantage of 
the new product, according to the 
company, is that it permits a mer- 
chant to move frozen foods and ice 
cream, at will, to any trafic center 
in the store. For instance, the mo- 
bile self-service unit, during peak 
periods, may be placed near the 
check-out counter and thus stimu- 
late impulse purchases. 


-»ss» ballpoint perfume dispen- 
sers have been announced by 
Vicki-Laurel, Division of Lyson, 
Inc. These convenient dispensers 
have been designed to do away 


PRESSURE ON BALLPOINT 
the perfume. It's 


releases 


made of aluminum. 


with bulky, leaky perfume and 
cologne bottles for the purse. 
Made of aluminum, and fitted 


with a stainless steel spring and 
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ball in the cap tor easy applica 
tions, each dispenser is guaranteed 
not to leak, tarnish, or break in 
normal use. The dispenser may 
be obtained in either a satin gold 
or silver finish. 


Do you have a 
product that fit 
the 


«sess washable ail wool shirts 
are being marketed by the Bloch- 
Heller Co. Garments are fash- 
ioned of “‘Resloomed’’ Nocturne 
fabrics now being produced by the See Bakers Weekly's offer 
North Star Woolen Mill Co. The ny By ~-§ 
chemical making fabrics 


perma- agement. 


nently shrink-resistant was devel- 
oped by 


Monsanto Chemical Co. 


S 


BAKING INDUSTRY? 


Routing Slip 
HARLOW PACKING CO. 
Advertising Dept. 

From: D. E. Richards 
To: Robt. Cole Advtg. Agency 
Attn: Mr. Cole 


ONE COLUMBIA STATION 


SERVES THEM ALL! 


K QW for Columbia delivers th 


rich compact area ... at low cost. 


Beye Poche Agrculturel Foundetvo 
Sen Jose, Col 
» 


- 


( Represented Notionally by Edward Petry & Co. Ine. 


Yes,(3¥ billion dollars, that’s 72% of 


Northern California’s effective buying 


K QW is the only Columbia station 
serving this important 14 county San 
Francisco - Oakland Bay Area Market. 


m. Led. 


torme 


i a 740 on your dial 


i ~~ San Francisco Studios 


Polece Hotel 
oh >. 
, yw yw » ss 

wf yr oe s on 
Vo bod at yo EXCLUSIVELY 34” 
AVY i ‘ rd Delivers the Columbia 14 County j 
me wk 4 Son Francisco-Ookland Bay Market! ———" 
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How to Sel a State 
Via New York Office 


A New York chair manufacturer, 
who is dickering with the state of 
Mississippi about locating a factory 
in the Magnolia state, was induced 
by an unusual sales organization to 
consider the idea. The sales group 


is the New York City office of the 
State of Mississippi. 

Mississippi staffs its office with 
some of the best salesmen in the state 
selling business—specialists from rail- 
roads, utility companies and other 
men with long experience in mer- 
chandising communities to the heads 
of businesses. Each salesman serves 
in New York for a two-week period. 


The office is staffed by a permanent 
secretary. Each salesman is briefed 
before he is sent to New York City 
for his tour on “‘lend-lease.” This 
variety of sales talent. 

A total of 19 contacts were made 
in the first two weeks operation of 
the Manhattan office, which is main- 
tained at Room 1001, Two Rector 
Street, by the Mississippi Agricultural 


and Industrial Board. 
ee ee Official opening of the New York 
| office was announced in two-column 
| advertisements in New York papers, 
calling attention to the fact that 
| “Mississippi has a new address—as 
| near as your telephone.” All future 
| advertisements on Mississippi will 


carry both the Mississippi and New 
York addresses for the convenience of 


Cities Service Company 


prospects interested in locating a 
plant in Mississippi. 
To the Holders of Companies whose representatives 


are working out of this office in- 
clude: Mississippi Power Company, 
Gulfport; Mississippi Power and 
Light Company, Jackson; United 
Gas Pipeline Company, Shreveport; 
Southern Natural Gas Company, 
Birmingham; Southern Railway Sys- 
tem; Illinois Central Railroad ; Gulf, 


3% Debentures due 1977 


Preferred and Preference Stocks 


You are hereby notified that the first coupon 


appertaining to the 3% Debentures due 1977 ae page age ce a 
became payable on July 1, 1947. Holders of way Co. 


coupon Debentures, if they have not already 
done so, are requested to present their coupons | 
for immediate payment to Cities Service Com- | 
pany, 60 Wall Street, New York 5, N. ~ | 


Holders of certificates for Preferred and 
Preference stocks who have not yet received 
the 3% Debentures due 1977, pursuant to the 
provisions of the Plan dated November 20, 
1946, as amended, are requested to present 
their certificates, properly endorsed and in ac- 
cordance with instructions heretofore given, to 
The Chase National Bank of the City of New 
York, 11 Broad Street, New York 15, N. Y., in 
order to receive the Debentures to which 
they are entitled. Dividends on the Preferred 
and Preference stocks have ceased to accrue 
and such exchange is necessary to enable 
the holders of certificates therefor to obtain 
the July 1, 1947 and subsequent interest 
payments. 


Winner's Prexy 


Roydon M. Barbour (left), Cana- 
dian director, National Federation of 
Sales Executives, presents the SALES 


MANAGEMENT award “For distin- 

guished service to salesmen” to newly- 
| elected president, S. M. Philpott, of 
| the Advertising and Sales Club of 
| Toronto. The Club received the 
| award at N. F. S. E. convention in 
| June. 


CITIES SERVICE COMPANY 


By: W. ALTON JONES, President 
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PahIlmann 
Designs for 
Selling 


Town & Country SHOEs INC... 
William Pahlmann (S.M. Feb. 15, 1946—p. 41). currently city meets suburb here. 
doing Bonwit-Teller’s Boston shop, planning Chicago's, 
devotes himself to the creation of style and sales-wise interiors, like 
those on this page, for American industry. Pahlmann 
believes that the room should fit not only its purpose but 
the product. Hence, lush sophistication for Fitth Avenue's 
Prince Matchabelli (below), a combination of the rural 
and the urban for ‘Town & Country Shoes. This designer likes 


correlate all interior details, carpeting to stationery. 


INTERNATIONAL WOOL 
old loft gets new life. 


MATCHABELLI ... (left 
gem-like setting for sales. 


INTERNATIONAL AGAIN 
hall keynote—hominess. 


See 


KINGSLEY L. RICE 
President of the 
Technical Publishing Company, Chicago, 
for 50 years publishers of 

POWER PLANT ENGINEERING. 


If you sell 
POWER 


EQUIPMENT 


OT 


ee ‘ 


EQUIPMENT 


...now can give you the 


same profitable concentration on wanted prospects that you can 
get in personal selling or direct mail. 

How can the manufacturer of power generating equipment, like boilers 
—or the manufacturer of power using equipment, like electric motors— 
apply the efficient principle of concentrated sales effort among only wanted 
prospects with his magazine adyertising! 

For many years he has not been able to. Every publication in the 


power field has been trying to serve both the men the boiler manufacturer 


wants and the men the motor manufacturer wants. Neither manufac- 


turer has been able to reach only the men he wants. 
Why is this? 


What can be done about it? 


Let Kingsley L. Rice tell about his company’s analysis of the situa- Please 
; ay . i. ce turn to 
tion and their program for creating two new advertising opportunities next page 


specifically designed to match today’s pattern of plant operation. 


JULY 


15, 1947 


For those who read 
mags back to front 
... this began on 


r the preceding pé. 


KINGSLEY L. RICE 
There has been some confusion 


“The older business papers in the power plant field 
started with concentrated service to a distinct, highly 
selected group of people. They reached only the men the 
manufacturer of steam generating equipment wanted to 
reach—and no others. But developments in industrial 
operating methods over the years have complicated this 
simple direct publication service. 

“These developments have created some confusion 
among advertisers and among publishers, including us. 

“Let’s go back a few years, and you'll soon see why. 
Let’s go back to the days when the application and use 
of power was literally an extension of the generation ol 
power. 

“In the early line shaft days, power transmission was 
a mechanical problem—the power plant with its boilers 
and engines drove all the machinery in the shop directly. 
Power application, use, and maintenance were very like 
the mechanical problems of running the power plant 
itself. 

“Then electricity came in. Shop after shop replaced 
the line shaft with electric motors. Soon electricity had 
split the application and use of power away from the 


province of the Power Engineer and carried it in thou- 


Before industry adopted electricity and the resultant principle of 
unit drive, the application and use of power was just as mechanical 
an operation as the generation of power. But it’s different today. 


sands and thousands of cases into the province of the 
chief electrician and other functional groups under the 
Plant Engineer. 

“Correspondingly, the science and practice of power 
generation grew into a more technical and complex tunc- 
tion. So today the Power Engineer’s function, though a 
bigger job than ever, is comprised solely of generating 
process steam and converting steam power to electrical 
power, with no responsibility for the application of elec- 
tricity to plant machinery. (In some smaller plants, the 
power man has to ‘wear two hats.’ But whenever he gets 
into the use of electricity, he’s performing a plant engi- 
neering function. ) 

“Today the Plant Engineer and his electrical men are 
responsible for the selection, installation, operation, and 
maintenance of all equipment that makes USE of electricity 
-even including the maintenance of the electrical equip- 
ment in the power house itself. 

“One point that helps clear up the confusion for both 
publisher and advertiser is this: Although the end power 
products of the Power Engineer's operation are steam AND 
electricity, he is NOT an electrician! 


Doin’ what came natur'lly 
. 


‘Now here’s where something began that ultimately con- 
tributed to today’s confusion. It was natural for a pub- 
lication that had served the Power Engineer through the 
mechanical, ‘line shaft’ phase of power application and 


- use to regard electrical developments as an outgrowth 


and extension of the power engineering function. So mag- 
azines like POWER PLANT ENGINEERING started includ- 
ing sections and articles designed to serve those with 
growing responsibilities in the use and application of 
electricity. This seemed to make sense for quite a few 
years—and then we began to hear grumblings in various 
quarters that made us wonder. 

“Grumblings from the editors: ‘What are we, fish or 
fowl? First it’s more power plant stuff—then it’s more on 
electrical problems! Our publication will be thick as a 
catalog if we try to cover all the interests of both the 
Power Engineers and the Plant Engineers.” 

“Grumblings from the circulation manager: “What do 
you want? More power plant men or more plant men? 
\re we a power paper? Or are we a plant paper? We gotta 
know—we can’t sell circulation to both these guys with 
the same Story ” 

“Grumblings from advertisers: ‘Why should we pay for 
circulation we don’t want?’ The boiler advertiser wants 
only Power Engineers. The motor advertiser wants only 
Plant Engineers. Neither wants what the other wants. 


So back we go to the fundamental valucs of 


“We decided to get back to the fundamental basis on 
which every good business paper is founded —highly spe- 
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NT 


cialized service to a concentrated group of business me: 
with kindred problems, interests, and responsibilities. 

“We are eliminating from POWER PLANT ENGINEER- 
ING the editorial material which had been added to help 
those whose interests developed in the direction of the 
specification, use, and maintenance of power using equip- 
ment—material which, under today’s industrial pattern, 
is of primary interest to plant electricians and others 
operating under the jurisdiction of the Plant Engineer. 

“To match this change, we are dropping the word 
PLANT from the old name, POWER PLANT ENGINEERING, 
and continuing it under the new title, POWER ENGINEER- 
1NG. This exemplifies its high concentration of editorial 
service to those in American industry who are respon- 
sible for the generation of power. 

“The sort of material formerly included in POWER 
PLANT ENGINEERING for those concerned with the ap- 
plication and use of power in the plant becomes the 
nucleus of our new publication, PLANT ENGINEERING. 


So now — it’s the power engineer or the plant 
engineer or special copy to each 


“For the first time since the old line shaft days, the boiler 
manufacturer can concentrate his publication advertis- 
ing, just as he concentrates his sales effort and his direct 
mail, on only wanted prospects—and on thousands more 
wanted prospects than he can now reach often enough or 
at low enough cost by salesmen or direct mail. 

“Similarly, the motor manufacturer who concentrates 
his salesmen and direct mail on only the men who specify, 
operate, and maintain power using equipment, like elec- 
tric motors, can now concentrate his publication adver- 
tising on thousands more of just that kind of men, with 
greater frequency and at lower cost per thousand. 

“And the manufacturer of equipment that’s used in 
connection with both power generation and power use can 
now increase the effectiveness of his advertising by de- 
scribing his product in POWER ENGINEERING—in terms of 
its value to the Power Engineer; and in PLANT ENGINEER- 
ING—in terms of its value to the Plant Engineer. 

“We will be glad to explain in detail just what our edi- 
tors are doing to increase POWER ENGINEERING’s spe- 
cialized service to the power generating men in industry 
—and how we plan to serve the great army of Plant Elec- 
tricians and Plant Engineers whose special interests and 
responsibilities have become the subjects of our new pub- 
lication, PLANT ENGINEERING.” 


PRESIDENT 


AND PUBLISHER 
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Here's how these two papers cover 
service-to-production operations 


PLANT 
ENGINEER 


Cannon's Man-Hunt for 


60,000 Industrial Prospects 


Going into the war a small con- 
cern, and coming out large, the Can- 
non Electric Development Co., Los 
Angeles, naturally wanted to stay 
large, and so, even in war, laid post- 
war plans. 

During the war, it made things 
called “connectors,” for one type of 
customer, war contractors, who 
bought them for aircraft and other 
military uses. 

For peace, it was found that cus- 
tomers were needles in haystacks, key 
people in almost every industry who 
designed equipment and plants using 
connectors, and thought little about 
them. 

In fact, connectors were not given 
much attention even in engineering 
textbooks, and the postwar market- 
ing job was seen to be one of tech- 
nological pioneering. 

So, the company planned an illus- 
trated treatise on connectors that 
would be practically a textbook, and 
then set an advertising agency to 


work finding the key men in innum- 


aked for 
Lied 
Belted 


Read in 9 out of 10 
IOWA FARM HOMES 
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lowa” Homestead 


How Much Work 
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DES MOINES, IOWA 


erable industries—sitting the needles 
out of the haystacks. 

In its simplest form, a ‘‘connector” 
is what you plug in for your lamp, 
radio or fan. It gets complicated in 
radio, aircraft, factories—some Can- 
non connectors hook up as many as 
135 circuits. 

‘This company was a small instru- 
ment concern when sound came to the 
movies, and Hollywood turned to it 
tor a connector that would eliminate 
interference in the sound track. That 
is how “development” got into the 
corporate name, and Cannon went 
on from there, until today it makes 
hundreds of types, many of which 
had not been even catalogued at the 
time of Pearl Harbor. 


Product "Blue Book" 


In 1942, when a textbook on air- 
craft components failed to mention 
Cannon connectors, the company 
compiled a ‘Blue Book,” so called 
for its cover. It showed the range 
and uses of Cannon connectors at 
that time, and was supported by the 
first advertising campaign. 

Engineering and service bulletins 
were also published, and in the last 
years of the war, the Dana Jones 
Co., Los Angeles advertising agency, 
began compiling a “Brotvn Book,” 
which was not ready until 1946. 

To place this book in the hands 
of people who could specify connec- 
tors, was the marketing job, and a 
study was made of the industries that 
used connectors, and also the types 
of equipment in which they were 
necessary. Many industries were al- 
ready large customers like radio air- 
craft, communications. 

‘Two agency men were sent to New 
York to confer with editors of the 
McGraw-Hill Publishing Co. for 
lists of industries and equipment. 
Direct mail specialists (Burroughs, 
Inc.) were consulted. Finally, Can- 
non crystallized a mailing list of 
60,000 names, in these key industries: 

6,000 chemical industry 
management and production men. 

2,000 aviation design engineers. 

4,000 metal and mining production 
men. 

4,000 engineers in electronic manu- 
facturing. 

7,000 electrical men in largest in- 
dustrial plants. 

3,500 coal mining production men. 

6,000 production men in largest 
textile plants. 


process 


2,500 transportation bus men. 

12,000 product engineers and de- 
signers. 

10,000 power engineers in largest 
manufacturing plants. 

3,000 central power station plant 
engineers. 

Each of these men received a letter 
describing the ‘Brown Book,” in 
terms of usefulness. Briefly, it shows 
how to save money, improve prod- 
ucts, cut production costs and stimu- 
late product design thinking. There 
is a right Cannon connector for every 
purpose, and it is essential to know 
the right one. 


10% Return 


These letters were processed by the 
direct mail division of McGraw-Hill, 
and carried a prepaid postcard. Re- 
quests for the book began coming 
in immediately, and kave now run 
up to about 6,000. It is expected 
that requests will be received for 
at least a year. Returns will prob- 
ably be about 10%. Out of the 
60,000 names, a very small percentage 
were “‘dead’’—several hundred. 

At the back of the book there is 
another prepaid postcard by which 
those interested can order regular 
catalogues, and various wall charts 
showing the types and uses of Cannon 
connectors. These bring in a larger 
percentage of requests—a request for 
a catalogue or several wall charts 
indicates that the needle in the hay- 
stack has been located. 

In addition, a copy has been mailed 
to every university in the country, 
for filing as a reference book, ad- 
dressed to the engineering department 
—some universities such as California 
Institute of Technology and Massa- 
chusetts Institute of Technology are 
sizeable customers for connectors. 
Copies were sent to trade schools, and 
technical journals. Many copies are 
used by Cannon sales representatives. 
And the book is offered in current 
technical journal advertising. A pro- 
motion of this kind is necessarily 
expensive, but is already “paying 
out.” 

To summarize: Cannon connectors 
were not sufficiently recognized as 
necessary components of product de- 
sign and plant equipment. Even the 
engineering textbooks did not give 
them the attention justified by their 
importance. To find the key men, in 
the key industries, and give them 
engineering information, was a “long 
pull’”’ investment, and a considerable 
research job. But doing it right, 
meant the difference between the 
company crawling back into its pre- 
war shell, or going on and growing 
from its war status, and upon what 
had been learned during the war. 
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How you can easily measure 


the results of your 


business paper advertising 


(even though your inquiry score may be zero!) 


When A Business Paper Campaign pulls 20,000 in- 
quiries within a few months—as one did recently— 
sven the mail clerk can see that it’s doing a job. 


But suppose your advertising doesn’t attract in- 
quiries—and isn’t even intended to. Is there any way 
you can actually measure results? 


Yes— there are at least ten ways. Ten individual 
results which good business paper advertising can 
produce. All of them measurable, all of them profitable. 


There’s a company that manufactures motors, for 
example, whose advertising has never broken any 
records for drawing inquiries. But by steadily in- 
creasing their space in business papers, they have 
reduced their original selling cost from 40° to 13%. 
(A measurable and profitable result? Certainly!) 


Or take the oil company whose industrial lubri- 
cants, when they started advertising, were preferred 
by only 1.59% of the total buyers in this market. 
After three years of intensive business paper cam- 
paigning, they had established a strong brand prefer- 
ence among fen limes as many buyers! 


In still another case, a large truck company 
allowed smaller discounts than their non-advertising 
competitors. Yet sales agents prefer to handle their 


line because it is “the most widely advertised, and 
therefore, the easiest to sell.” 


Results like these don’t fall into your lap. They 
have to be planned that way. 


And when you’ve studied hundreds of such cases, 
as we have, you begin to see a recurring pattern. It is 
simply this: 


these advertisers ‘‘arrived’’ because, to begin 
with, they knew where they wanted to go—and 
then took the surest means of getting there. 


The only way any advertiser can arrive at a result 
(one that can be measured, that is) is to start out 
with one in mind. In other words, set up an adequate 
and valid objective in the first place—then keep 
everlastingly at it, telling a// your prospects all they 
need to know until you get the result you’re after. 
From there on, the measuring job should be easy. 


The objective of ABP’s advertising, by the way, 
is to help you make it easy— to show you how you can 
get more out of your investment in business paper 
advertising. Currently, we’re offering an interesting 
folder called “10 Ways to Measure the Effectiveness 
of Your Advertising.”” We'll be glad to send you a 
free copy. 


THE ASSOCIATED BUSINESS PAPERS 


205 East 42nd Street, New York 17, N. Y. 


ABP’s BUSINESS IS TO BOOST YOUR BUSINESS 


JULY 15, 1947 
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Mercury Mailings Sell Improved 


Service to 200,000 Car Owners 


BY D. G. BAIRD 


“For real Mercury service, always 
see your Mercury dealer’ is the 
theme of an advertising campaign 
being conducted by the _ Lincoln- 
Mercury Division, Ford Motor Co., 
Dearborn, Mich., to help establish 
a separate identity for the Mercury 
line, as well as to stimulate business 
for Mercury dealers. 

Opening barrage of the attack is a 
series of direct-mail pieces which are 
being addressed to every Mercury 
owner in the country, supplemented 
by local newspaper ads and spot radio 
announcements. 

Rather obvious reason for the cam- 
paign, other than the conventional 
one of stimulating business, is the 
fact that prior to the war, Mercury 
cars were sold and serviced by Ford 
dealers. Since an autonomous Lin- 
coln-Mercury Division was estab- 
lished shortly after automotive pro- 
duction was resumed in 1945, one 
of the main objectives has been to 
acquaint the motoring public with 
the 500 separate Lincoln-Mercury 
dealers who have been franchised to 
handle these lines exclusively. With 
the expansion program now unde: 
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way, it is hoped that this number will! 
be nearly doubled by the time the 
1948 models are introduced. 

This division is taking space in na- 
tional magazines to advertise new 
cars, but the current campaign of 
direct mail is the first promotion un- 
dertaken to introduce the new deal- 
ers. 

The first mailing via R. L. Polk 
Co., Detroit, was a personalized let- 
ter, individually typed on automatic 
typewriters and signed by A. H. 
Crowley, Mercury sales manager. It 
was addressed to each of the 200,000 
or so Mercury owners in the country 
to introduce their local Mercury 
dealers and to tell them something 
about what Mercury is planning and 
doing for them to provide improved 
service facilities for their cars. The 
dealer's name and address was typed 
in on each letter. 

This is being followed by a series 
of nine mailing pieces, one piece each 
month beginning with April. 

Coincidentally with the launching 
of the direct-mail campaign, a new 
pen-an-ink character known as “‘Mer- 
cury Mike’ was introduced. Mer- 


cury Mike is a gnome-like, whimsical 
character, designed to take part in 
all Mercury service advertising. He 
is, “‘a natural born actor.” Who is 
“the string around your customer's 
finger,” reminding him of needed sea- 
sunal check-ups, brake service, engine 
tune-up, lubrication, and all other 
services which the dealers have to sell. 
“He’s the most versatile salesman 
you ever had,” Mercury dealers are 
told in a 24-page plan book. “He 
works night and day—he’s the exclu- 
sive property of Lincoln-Mercury 
dealers. . . . Where will he work? 
EveryYWHERE! He will be in all 
your Mercury service ads, your 
direct-by-mail, on your radio spots, 
in your showroom, on your windows, 
—wherever there are Mercury own- 
ers, you'll find Mercury Mike in 
there pitching to sell service and 
make more money for you.” 
Mercury Mike appropriately wears 
a winged helmet to identify him with 
Mercury, mythological messenger 0! 
the gods, for whom the Mercury cat 
was named. He appears in cartoon- 
type activities on the front of each 
mailing piece, in numerous poses on 
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Here’s How Restaurant Buyers’ Directory Can Help 


BOOST YOUR BUSINESS/ 


RESTAURANT BUYERS’ DIRECTORY (published as 
the September, 1947 issue of Restaurant Management ) 
has one sole purpose. It gives Restaurant Management's 
24,129 subscribers* (December, 1946 ABC) the only com- 
plete buying reference source published exclusively for them. 


It gives them, in one issue, the how and where to buy every 
conceivable product used in restaurant operation. This is 
where you enter the picture. 


Do you want to put your company name right smack in 
front of these important restaurant buyers? Not just once 
—but in several vital places—in bold face type—with 
advertisement page number included? 


Then reserve your advertising space now in 
RESTAURANT BUYERS’ DIRECTORY. Place 
your product story and company name where 
these busy buyers will see them first because of 
their prominence in: 


l. Your own “R.B.D.” advertisement—which they 
can refer to all year round. 


2. The Product Listing Section—keyed to give 
advertisers top prominence. 

3. The Restaurant Supply House Section—keyed 
to show all products handled. 

1. The special Index to produce inquiries for the 


advertiser. 


). The regular Alphabetical List of Advertisers. 


JULY 15, 1947 


Plus—benefit No. 6! The Advertisers Index published in 
each subsequent monthly issue of Restaurant Management 
will be keyed to indicate those advertisers who also adver- 
tise in the RESTAURANT BUYERS’ DIRECTORY issue. 
Plus—benefit No. 7! Get double duty from your regular 
monthly advertising in Ahrens Publications. Mention your 
“R.B.D.” advertisement. Encourage these big buyers to 
refer to it often for more “know how” product information. 
Plus—benefit No. 8! Advertising rates are no higher than 
regular issues of Restaurant Management Magazine. 


Remember, it’s the September RESTAURANT BUYERS’ 
DIRECTORY issue. Closing date is August 20th. Want 
the full story? Use the coupon below. 


(*Surveys indicate an average of 4.5 readers per copy—or a total of 
more than 100,000 readers!) 


RESTAURANT MANAGEMENT Magazine 
71 Vanderbilt Avenue 
New York 17, N. Y. 


Please send me the complete story of the September, 
1997 RESTAURANT BUYERS’ DIRECTORY issue of 


> 


Restaurant Management Magazine. 
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the inside pages, and on the back ot 
each folder, where he has just fin- 
ished painting an outdoor poster 
which sings his “theme song’ —‘‘For 
real Mercury service, always see your 
Mercury dealer.” 

He is also featured in newspaper 
advertisements, mats tor which are 
furnished free to dealers in display 
windows, and in other connections. 

The direct-mail folders all are 
lithographed in four colors and are 
devoted to seasonal service needs, such 


as spring tune-up, brake service, 
‘Beauty Vips,” lubrication and main- 
tenance, getting the car ready for 
winter, and so on. A special vacation 
piece, which is to be mailed out in 
late spring, will list names and ad- 
dresses of all Lincoln-Mercury deal- 
ers by states. This piece will be a 
booklet, rather than a folder. 

All mailing pieces bear the dealer’s 
imprint, of course, and the cost of the 
campaign is being defrayed by the 
factory advertising fund. 


New Books for Marketing Men 


One Foot in the Door by George F. 
Taubeneck. Published by Conjure House, 
Detroit. Price $3.00. 


Because few of us can remember back 
when Hector was a pup, there are a lot 
of comparatively new ways we take for 
granted. Ways of traveling and light- 
ing our homes and: getting things sold. 
| wonder, for instance, how many men 
on the sales side of industry realize they 
owe their shirts, trousers, and -shorts to 
one John H. Patterson, ruler of the Na- 
tional Cash Register empire for 38 years. 

John Patterson’s oblivion is largely of 
his own making. Like the Red Queen in 
“Alice in Wonderland” his favorite order 
was “Off with his head!”—and yester- 
day’s royal favorite would be minus a 


connection. Once, when his Negro valet 
sterilized the Boss’ thermometer under 
hot water, Mr. Patterson thought he was 
a goner with 109 fever. When the truth 
came out he fired every Negro in the 
plant. Love that man! But now that 
time has softened his associates’ bitter 
memories and Patterson can be seen as 
part of an era, George Taubeneck has 
built the legends into a book which will 
interest every member of the sales and 
advertising fraternity. 


There’s an old Greek myth about 
Minerva, the Goddess of War, who sowed 
nine seeds which sprouted into nine 
armoured warriors. John Patterson is 
the American Minerva, for in his mind 
were planted the ideas which developed 
into sales management as we know it 
today. There's hardly a selling device 
now in use which was not Patterson con- 
ceived. Practically alone he developed 
a full blown system for merchandising 
and selling our mass production output. 
From testimonials and catchy window 
displays to conventions, contests and 
planned (or canned) sales talks, Patter- 
son heads the field. And he developed 
men too. Another miracle merchandiser, 
IBM’s Thomas Watson, went over Pat- 
terson Falls in a barrel. So did Charles 
Kettering. 


One Foot in the Door tells all kinds of 
stories besides Patterson ones. Club car 
habitues will have heard many of them— 
but some will surely be new. Sometimes 
a dynamic man gets caught in a dull 
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book, but this isn’t the book. For the 
author has suited his style to his subject 
and achieved the Lord High Execution- 
er’s aim in the Mikado: “To make the 
punishment fit the crime.” You'll find Mr. 
Patterson hardly any punishment at all— 
but then you never worked for him. 


Rebuilding the Sales Staff by Saul 
Poliak. Published by McGraw-Hill Book 
Co., Inc., New York City. Price $4.00. 


According to Saul Poliak, now with his 
own counseling firm, Clapp & Poliak, and 
formerly with the American Management 
Association, a great many sales managers 
are unwittingly using as their theme 
song “I am always chasing rainbows.” 
The rainbow is that elusive “sales per- 
sonality” which certain psychological test- 
ing firms claim to have isolated and 
which, they assure the anxious sales man- 
ager, they can measure in a prospective 
salesman. Mr. Poliak, out of a consid- 
erable and unbiased experience, has this 
to say: 


“We must conclude that salesmanship 
does not exist as an isolable and inde- 
pendent personality phenomenon but that 
its attributes vary considerably in rela- 
tionship to three factors: first, the product 
that is being sold; second, the person to 
whom it is being sold; third, the circum- 
stances attendant upon the sale; i.e., the 
type of sales operation. And consequently 
we must further conclude that, insofar 
as our present knowledge of human con- 
duct is concerned, no test can be devised 
that can satisfactorily measure general 
sales ability. No one can preclude it as 
a possibility for the future—we have 
made only the veriest beginning of ex- 
ploring the immense vistas of human be- 
havior—but it would hardly seem to be 
an imminent development, and today not 
even a reasonable approximation exists.” 
(page 143) 


Whether or not one agrees with Mr. 
Poliak’s conclusions, one cannot help but 
find his reasoning sensible and stimu- 
lating, on this and many other subjects. 
His chapters on the training organiza- 
tion, training principles and techniques 
and sales manuals, give the harassed 
executive top-drawer guidance. Indeed, 


the sales manager who can take some 
time from his 101 daily duties to read 
Rebuilding the Sales Staff carefully will 
find himself excellently equipped to handle 
two of his most critical tasks: selecting 
salesmen and training them. 


Profitable Direct Mail Methods py 
Robert Stone. Published by Prentice-Hall, 
Inc., New York City. Price $5.75. 


Cordially Yours by Jack Carr. Pub- 
lished by Graphic Books, Inc., New York 
City. Price $5.00. 


There are few fields where the pro- 
verb “One man’s meat is another man’s 
poison” is so true as in direct mail. This 
is made forcibly clear by the successful 
letters reproduced in both these books. 
The insincerity of the letter used by in- 
surance salesmen to get interviews with 
newly appointed executives, which Mr. 
Stone quotes on page 133 of his Methods, 
leaves this reviewer cold, to say the 
least. Yet according to the author it got 
results in 94% of the cases. And many 
of Jack Carr’s cheery missives for shoe 
stores and tailors seem phony. I'd wonder 
why any stranger should be so concerned 
over the state of my feet or the bag of my 
pants. 


Still and all, both books give an insight 
into direct mail’s many profitable uses. 
There is a tendency to think of it as a 
selling tool. You can sell magazines or 
books or gadgets or at least build a pros- 
pect list from those who respond to the 
offer of the “Wonderful free booklet.” 
But to use direct mail to stimulate sales- 
men, to merchandise advertising to deal- 
ers and sales force, to sell displays to the 
man who puts them in the window or in 
the basement, to obtain testimonials, to 
make appointments for salesmen and keep 
them on the job, for these and other uses 
direct mail is under exp'oited. 


Mr. Stone even shows how letters were 
successfully used to get the rubber needed 
to stay in business during the war. In 
fact, direct mail seems to be a potentially 
powerful public relations tool. This use 
is the gist of Jack Carr’s success. With 
his letters he personalizes a store, institu- 
tion or service; makes them so real that 
the reader feels a kinship with the letter 
writer—and that’s good business. 


There’s a long way to go in putting 
direct mail to work. Companies could 
certainly use a variant of Mr. Carr's 
technique to improve and cement stock- 
holder relations, and his letters would be 
an excellent foundation for fund raising. 
It's only when you get the “My delica- 
tessen is itching to serve you” angle that 
his letters begin to be objectionable (to 
this reader, anyway). But see for your- 
self. In these days of high prices the 
prospect of so much meat is worth risking 
a little indigestion. 


Mathilde Zwilling 
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Rebus ? re Vope! Response, 


record of... boiled down for buyers, 


hard boiled... Figures are phone queries 


from prospects, interested ...re_ stores 


selling items illustrated in “Tops For 


Today” 


. . Feminine Angle page 


feature on merchandise finds, fashion 


accessories. best buys in Chicago stores 
...exclusive in The Chicago Sun... 
see (*) below. 


The response to “Tops For Today” 
often swamps The Sun’s switchboard, 
sells out store stocks same day... shows 
that The Sun gets action in Chicago. 

Too much action, according to Miss 
Rreily, special op on incoming TFT calls, 
who says Response sometimes is Simply 


” 
Revolting, and whyn’t we tell stores to 


use Sun ads to sell their stuff, or don’t 
the boys in the Ad Dep’t ever do anything 
but Kid Around?.. . Too bad the girl took 
up wrong numbers instead of retailing! 
However, many of the better [Qs in 
retailing have already come to similar 
conclusions, viz and to wit: (a) The Sun’s 
Feminine Angle pages have an unusually 
alert and buy-able woman audience . . 
and (b) an ad in The Sun first, at low cost 
moves the stock when the item is right! 
And national advertisers are becoming 
aware that Suncirculation (350,000 daily, 
450,000 Sunday), while not enough to 
reach all of Chicago, includes so many 
good customers that no advertiser gets 
the best of the market without it! Ask 
any Sun man for some new answers! 


CHICAGO SUN 


400 West Madison St., Chicago 6, Ill. + 250 Park Ave., New York 17, N. Y. 


(*) Footnotes for above, reading left to right: 


$2.59 teakettle, $34.95 shoes, 98c dress form, $1.85 slip; 

19c opener, $1.25 nailheading gadget, $7.50 slip, $29.95 hair dryer; 

$16.50 foundation, $3.00 wrinkle inhibitor, $3.50 bra, $5.00 perfume atomizer; 

35c replacement collar, $5.00 lipstick, $3.95 window cleaner, $6.45 blouse, $6.95 skirt 
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BMB provides further 


By any standard, day or night, NBU is America’s No. 1 Network 
... and the higher the standard, the greater is NBC’s superiority 


For the first time, a research organization supported by the entire in- 
dustry has measured—on a uniform basis—the number and location of 
all radio families comprising the weekly listening audience of each 


U.S. radio station and network. 


In those counties where 7¢5¢°% or more of the radio families listen to 
/ ( 

any of the four major networks ‘fone or more times a week,” NBC 

leads by a wide margin—ranging from a 33% advantage over Net- 


work “A” at night to a 322% advantage over Network “C”’ in the day. 


The charts opposite present a comparative picture of listening based on 
this high standard of 75¢;, and over—a much more significant basis for 
comparison than any lower level. However, even on the minimum 


basis of 10°, NBC has a dominant advantage over all other networks.* 


How much more? Audience figures released by BMB are based on 
listening ‘fone or more times a week.’’ How much more do people 
actually listen to NBC? Facts on that subject and many others are in- 


cluded in N BC’s detailed booklet on the BMB survey to be issued shortly. 


*Complete results of this survey are contained in “‘ Network Area Report” recently published by the Broadcast Meas- 
urement Bureau. The only total audience figures shown in this report are based on the level of 10% and over: Night- 


time; NBC—31,127,940; Network “‘A”’—27,680,570; Network “‘B’ —22,056,690; Network “C”’—19,161,830. 
Daytime; NBC—27,888,770; Network “A” —25,261,730; Network “ B’ —21,557,990; Network “C” —19,160,260. 


AMERICA’S NO. 1 NETWORK 
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proof... 


NIGHTTIME DAYTIME 
NBC has a 33% advantage over NBC has a 57% advantage over 
Network A or 7,426,530 more Network A. The NBC daytime 
radio families. audience is larger than any other 


network’s nighttime audience. 


NETWORK NETWORK NETWORK NETWORK NETWORK 
A eS NBC A B ( 


Audience in counties where 75% and over of the radio families listen ‘one or more times a week.” 


i? 


NIGHTTIME DAYTIME 
AUDIENCE U. 5. RADIO PAMILIES® aetemenes U. 5. RADIO FAMILIES? 
NBC 30,116,240 89% 22,856,940 67% 
Network A 22,689,710 67% 14,558,050 43% 
Network B 12,716,480 33% 9,003,670 26% 
Network C 8,499,130 25% 5,421,670 16% 


*Total radio families January 1946—33,998,000 as estimated by BMB. A more recent survey indicates that as of 
January 1947 there were 35,900,000 radio families or 93% of all U. S. families. 


Sy 
it 


A Service of Radio 


Corporation of America 


...the National Broadcasting Company 
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Back Talk to Mr. Hurd 


BY GEORGE C. JORDAN * Olmsted & Foley 


The persistent Mr. Jordan carries on the argument he 
started in the July | issue, in which he is disagreeing with 
Arthur Hurd over three of his recent articles titled "How 
to Increase Sales through Better Media Selection." 


In the previous article we pointed 
out these basic disagreements with the 
Arthur Hurd approach to media se- 
lection for national: coverage: 

Doesn’t it over-simplify the prob- 
lem? 

Doesn’t it define markets merely 
as “people” rather than “people who 
can and will buy your product?” 

Doesn't it make insufficient allow- 
ance for economic changes in market 
conditions ? 

Doesn't it credit low-income groups 
with average participation in sales 
transacted in their nearest’ market- 
place? 

Does it properly define the ‘farm 
market?” 

And does it distinguish between 
the sales manager’s distribution prob- 
lem and his advertising problem? 

This latter point comes close to 
being the very heart of the problem 
of media selection. We cannot em- 
phasize too strongly that where sales 
are made is one thing and where 
buying attitudes are formed is an- 
other. Even on a physical basis, the 
two places are quite distinct. We 
shall come back to this in a moment. 

How, then, should a media man 
go about his selection for national 
coverage? We believe he should an- 
swer these four basic questions: 


1. Who are the people who can 
and will buy (with proper persua- 
sion) the particular product to be 
advertised ? 

2. Where do those people form 
their buying attitudes? 


3. What media reach them in the 
place or mood to form a buying atti- 
tude? 


+. Which of those media 
them most economically ? 


reach 


We are talking—it should be re- 
membered—about the consumer mar- 
ket for general products, not just 
about farm implements. 

The first question involves the defi- 
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nition of the market. For practical 
purposes, people fall into three cate- 
gories. In the first category we have 
placed proven customers. In the sec- 
ond category are potential customers, 
who have the money to buy and who 
might reasonably be open to persua- 
sion, but whose desire to buy needs 
cultivation. In the third category, 
of course, are the people on whom 
the advertising dollars would be 
largely wasted. 

We noted in the last article that 
farmers, for example, are proven cus- 
tomers for food products and cloth- 
ing, potential customers for airplanes, 
not potential customers for time 
clocks. 

The first thing to do in defining 
the market is to separate the wheat 


from the chaff. Who, among those 
who should buy a product or service, 
can buy it? Obviously, proven cus- 
tomers are wheat. We know they 
can and will buy because they are 
buying. ‘The only trick here is to 
avoid jumping at conclusions before 
the evidence is in. 

One might easily guess, for exam- 
ple, that because farmers, by and 
large, are engaged in the production 
of food they would not be a market 
for food products. But we know from 
a survey such as the Midwest Farm 
Paper Unit’s “Red and Green Dollar 
Study” that some of them, at least, 
are a very good market indeed for 
packaged foods. 

In this study, 80 farm and 80 
city families of comparable income 
were asked to keep track of their 
expenditures for food. The farm fam- 
ilies were located in the eight mid- 
western states of North and South 
Dakota, Nebraska, Minnesota, Iowa, 
Wisconsin, Illinois and Indiana. ‘The 
city families were located in Chicago, 
Des Moines, Lincoln, Omaha, St. 
Paul and Racine. The term “Ked 
Dollars’ was applied to packaged 
foods other than canned foods, 
“Green Dollars” to foods of the type 
largely raised by farm people for 
home use. 

‘The farm families were found to be 
spending 43.2% more for packaged 
foods than city families. 


— 


“Would you mind telling me if you use different perfumes 
for daytime and evening?” 
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ILLUSTRAVOX two-woy presentation delivers 
your training message the ONE BEST WAY 


— inexpensive I]lustravox sound slidefilm 
training assures maximum two-way effectiveness at 
minimum expense. Trainees learn faster and remember 
longer than under former training methods, and make 


more valuable, more efficient employees. 


@ @ IIlustravox uses attention-arresting pictures and 
spoken words to command interest. Your training story 
is seen and heard...never varies, never is misinterpreted. 
Whether presented in the home office or in the field, it 


always carries the authoritative voice of headquarters. 


@ @ @ Field-proven in peacetime and war, Illustravox 


ILLUSTRAVOX 


THE ILLUSTRATED VOICE 


DIVISION OF THE Ma mawv@OxX COMPANY - FT. WAYNE 


FINE RADIO-PHONOGRAPHS 


MAKERS OF 


comprises over 80% of all sound slidefilm equipment now 
in use. In all types of sales, service and other industrial 
training, business leaders agree, I//ustravox two-way train- 
ing is the one best way. Place your order with your Illustravox 
dealer today or write The Magnavox Company, Illus- 
travox Division, Dept. SM-7, Fort Wayne 4, Indiana. 
* * x 
See “The Illustrated Voice.” Outstanding commercial film 
of the year, it shows how Illustravox can best be applied to your 


training and selling needs. Ask your Ilustravox dealer or film 


broducer for a showing today! 


Your story is HEARD 
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Ringing Upa New Record 


SOUTHERN 
FARM FAMILIES | 
all ay 


4] 2 5 is the South’s 1946 rural retail sales index aia 
. (1929-31 = 100). This means that, in places 
of 2500 and under in the 14 Southern states, retail sales 


are three times as great as they were in 1929. . . twice 
as great as they were in 1941. 


This record-breaking ring of the cash register is sweet 
music to alert advertisers. In 1945 and again in 1946, 
The Progressive Farmer made greater gains in advertising 
linage than any other monthly farm magazine. 


Advertising Offices: BIRMINGHAM, RALEIGH, MEMPHIS, DALLAS, NEW YORK, CHICAGO 
Pacific Coast Representatives: Edward S. Townsend Co., San Francisco, Los Angeles 


Send today for your free copy of OPEN THE DOOR TO $ALES, a new book of market information on the Rural South. 
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‘The matter of potential customers 
is a little more difficult, although not 
as difficult as it might seem in the 
domestic market. It is relatively easy 
to establish income levels, whether for 
farmers or for the various economic 
groups within the metropolitan areas, 
for example, wage earners, profes- 
sional people, the self-employed. 

For such purposes, there are a 
number of statistical sources, such as 
the Bureau of Census, Department 
of Commerce, Department of Agri- 
culture, and independent research 
studies of various kinds. Some cau- 
tion has to be exercised in applying 
these. In the South the census defi- 
nition of a farm puts the share- 
cropper on the same basis as the 
owner. An advertiser going into the 
Southern farm market would there- 
fore have to pay stricter attention to 
the total number of farms, average in- 
come per farm, and so on, than he 
would in other sections. 


Read Farm Statistics Carefully 


Farm income statistics also need to 
be read expertly. In general, an in- 
come of $1,000 on a farm is the 
equivalent in spending power of about 
$1,500 in the city, as shown in studies 
made by the U. S. Department of 
Agriculture and the Bureau of Labor 
Statistics. Food furnished by the 
farm, housing values, clothing habits. 
transportation differences, etc. make 
an appreciable difference in buying 
income. 

On the whole, however, there is 
less variation from the norm in re- 
gional farm income averages than in 
the metropolitan districts, where large 
numbers of low-income receivers are 
lumped in the same market with a 
smaller number of very high income 
receivers. 

There is room for some guessing 
—let us admit it—in the matter of 
whether farm people who can buy a 
certain product wi// buy it. But the 
problem there is not basically different 
than in the city. It is a matter of 
knowing your customers and talking 
to them in their own language. 

This latter point, incidentally, 
should not be passed over lightly. 
A case in point was the soap adver- 
tisement sent recently to one farm 
publication. The copy talked about 
keeping fresh in the subway. To the 
credit of the farm publication, it 
should be said that the copy was 
returned with suggestions for modi- 
fication. But had it been used, a dis- 
appointed advertiser might have con- 
cluded solemnly that farmers do not 
wash. 

Advertising copy cannot be slanted 
to individuals but it can and should 
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be slanted to types. 

Which leads us into our second 
question: Where do the people who 
can and will buy your product or 
service form their buying attitudes 
and preferences? We should also 
consider in what mood they form 
them. There isn’t a reader of SALES 
MANAGEMENT who could not be 
reached through other media. But it 
is patently uneconomic to talk filing 
cabinets to a business executive im- 
mersed in a piece on geo-politics in 


Asia. It is equally useless to try to 
sell fishing line to that same execu- 
tive when he is leafing through his 
business paper for the answer to a 
problem concerning sales territories. 

The case for trade publications 
rests largely upon selectivity and the 
mood-for-buying argument. ‘That is, 
it is wasteful to talk to 500,000 
Chicagoans to reach 600 industrial 
technicians. It is much better to 
reach 10,000 of those particular in- 
dustrial technicians across the nation 


FOR 11 YEARS WBNS HAS 

PULLED A HUGE AUDIENCE 

FOR ATLANTIC REFINING 
SPORTS BROADCASTS 


ASK JOHN BLAIR 


RECIPIENT OF 1946 AYER RADIO AWARD 


...What part of you goes 
into every envelope ? 


An indelible impression of the 3 
character of your organization ac- 
companies every letter that leaves 
your desk. See that it is the right 
one. Ask your printer about your 
letterhead. Paper is his business. 
We are sure he will call your at- 
tention to Rising Parchment. 


oe ee 


Rising Paper Company, Housatonic, Mass. 


Near Crisis at Oxford Paper Company 


by Tony Barlow 


DESPERATE SEARCH! A POSSE IS ORGANIZED 
TO FIND THE ONE GALLON OF WATER SHORT OF 
THE 40,000,000 GALLONS FILTERED EVERY DAY 


HEN the Oxford plant was 

built at the turn of the 
century, the site chosen was 
Rumford, Maine, not far from the 
famous Rangely Lakes. Here, at 
the meeting of two rivers, the 
water supply was big enough to 
take care of future needs for both 
power and papermaking. 


Not only does papermaking re- 
quire millions of gallons of water, 
but this water must be filtered. 
Our filtering plant at Rumford 
handles 40,000,000 gallons a day. 
That’s enough water to supply a 
city about the size of Atlanta, 
Georgia. 


Papermaking also needs vast re- 


serves of the right kind of wood. 
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FOR USE IN THE OXFORD PULP AND PAPER MILLS. 


facilities for every step from the 
wood to the finished paper. 


Here again the site of the Oxford 
plant was chosen with a shrewd 


eye to the future of a growing — ,, 
; These resources, supplemented by 


endless research, help explain the 
high quality of Oxford printing 
papers. Next time, specify Oxford 
for the jobs that must be right. 
Sold by good paper merchants in 


business. The mill draws on the 
vast timberlands of Maine. New 
Hampshire and nearby Canada. 


These are but two of the require- 
ments for making quality papers 
a examples of Oxford’s complete 


the principal cities. 


Included in Oxford’s line of quality printing and label papers 
are: Polar Superfine Enamel, Maineflex Enamel Offset, 
Maineflex C1S Litho, Mainefold Enamel, White Seal 
Enamel, Engravatone Coated, Carfax English Finish, 
Super and Antique, Aquaset Offset and Duplex Label. 


ta 
OXFORD PAPER COMPANY 


230 PARK AVENUE, NEW YORK 17, N.Y. 
MILLS at Rumford, Maine WESTERN SALES OFFICE: DISTRIBUTORS 
and West Carrollton, Ohio 35 East Wacker Drive, Chicago 1, Ill. in 48 Key Cirttes 
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and to reach them while their minds 
are on their work. 

The same thing applies to the farm 
market—with one important distinc- 
tion. It is often said that the farm 
is the only business in the world 
which holds a board-of-directors meet- 
ing three times a day. Farmers, as 
a class, live their business more single- 
mindedly than any other important 
economic group. ‘Time saved by me- 
chanical devices is likely to be used 
in new income-producing ways. 

The inter-locking relationship be- 
tween farm chores and pleasures, too, 
is greater than most city people can 
comprehend. The average city man, 
for example, is on a relatively fixed 
wage or salary. If he tends to his 
knitting for so many hours a day, 
the rest of the time is his. What is 
more, there is very little he can do 
about that income of his beyond pre- 
serving it and, perhaps, adjusting it 
slowly upward. 


Farmer's Income A Gamble 


lhe farmer, on the contrary, often 
has the possibility of adjusting his 
income. Moreover, his income is the 
result of a constant gamble. What 
and how to plant, whether and when 
to seed, whether or when to sell and 
where—there are constant decisions 
which must be thought about during 
most of his “‘leisure’’ moments. 

Supposing the city man wants a 
retrigerator. Whether he pays cash 
for it, saves to buy it or goes in debt 
for it, that convenience must. still 
come out of a rigidly limited income. 
But suppose the farm wife wants a 
home freezer. She can, if she is will- 
ing to take on the extra work, double 
her brood of chicks and get one with 
her poultry money. Or, to save that 
extra work, but still with her eye 
on the home freezer advertisement, 


Ironically, however, when _ those 
farm women went to buy the ma- 
terial to make those dresses, they 
probably drove into Des Moines or 
Dubuque or Cedar Rapids or some 
other center where they were charted 
by Mr. Hurd as “metropolitans.” 
The desire to buy was inspired in 
the home but the sales transaction 
took place somewhere else. 

We happen to use the pattern illus- 
tration because we are talking espe- 
cially about the farm market phase 
ot media selection. But the same 
basic principle would hold true in 


many other markets. You “sell” a 
sportsman when he is thinking of 
hunting or boating or his golf score. 
You “sell” the farmer almost any 
time you can reach him to talk with 
him in his own language. The farmer 
and his wife are always thinking 
about the crops in relation to the 
necessities and comforts and luxuries 
they would like to buy. 

What media, then—and this is 
question number three—reach the 
people who can and will buy your 
product when they are in the place 
and mood to form a buying attitude? 


SAN DIEGO, <n. 


business Is 
well worth 
cultivating! 


Most every sales executive is 
not only watching, but doing 
something about West Coast 
business. San Diego is a good 
place to start. It’s big enough 
to make a test really worth- 
while... and isolated to a 
point where a test./s a test! 
It has a ‘‘one newspaper buy” 
... The San Diego Union and 
Tribune-Sun which makes a 
test economical and effective. 


May 10 Sales Management shows why San Diego 


should be FIRST on your West Coast sales map 


Additional Statistics from San Diego Business Review 


Electric Power Sales 


Department Store Sales 
1947 Index 419 1935-39 Daily 
1946 Index 386 Average 100 
Manufacturing Employment 
1947 Average 4-month 20,230 
1946 Average 4-month 13,884 


she may seek ways to increase her 
poultry or turkey earnings by better 
teeding and housing. 

This is one reason why the farm 
publications, in general, have a special 
hold on their readers. They stimulate 
their interest in new things while 
at the same time suggesting how in- 
come can be increased to make those 
things available. And all this in the 
tarmer’s own language. 

A good example of what this means 
is afforded by the pattern sales which 
are a feature of many of these farm 
publications. Currently, readers of 
Wallaces’ Farmer §§ Iowa Home- 
stead are sending in money for 
women’s and children’s dresses at an 
annual rate of a pattern for every 
three readers. ‘There is more buying 
impulse shown in that single action 
than could be packed into a dozen 
income-average charts. 
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1947 First quarter 185,192,879 

1946 First quarter 180,846,044 
Bank Debits 

1947 4-months 872,128,067 

1946 4-months 822,878,034 
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Coit can be known . 
HOOPER and CONLAN 


~—— 


{ LONG. HAVE SHOWN HOW 


KMBC 


IS FIRST IN 
METROPOLITAN 
KANSAS CITY 


eee 


yer 


out in the states 


LOOK AT THIS SURVEY 


~~ 5,545 INTERVIEWS 
SHOW THAT 


KMBC 


IS FIRST IN 
ANSWER TO THE QUESTION 


Do you listen on the radio 
to general farm programs? 
To what station? 


MISSOURI KANSAS 


KMBC 1,378 702 


WDAF 608 296 
WIBW 126 552 
KFEQ 398 ae 
WHB 132 38 


(Top five stations reported. Weighted sam- 
ple base: 5,545 interviews within KMBC’‘s 
0.5 mv contour—1% of area’s radio fam- 
ilies— BMB’s “Radio Families : 1946”— con- 
ducted by Robert S. Conlan & Associates at 
Missouri State Fair, Kansas Free Fair and 
the American Royal Livestock Exposition.) 


AVAILABILITY 
Kansas City’s Exclusive Marketcast Service 
Direct from Livestock Terminal, with 
BOB RILEY 
Mondays thru Saturdays 
WIRE FOR DETAILS 


A 8 
7 —— 
a “ 
A: Vy Big 
NA sas City 
, of Kissel 
a (os Free & Peters, ine. 
ae i 


Since 1828—The Basic CBS Station fer Kansas and Misseerl 
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what media can really 


Especially, 
get into a farmer’s consciousness? 


First, let us be clear as to what 
we are talking about when we say 
“farmer.” It varies a little. For the 
purposes of the implement dealer, the 
“farmer” may be anyone interested 
in the operation of a farm. But that 
is not fine enough. There is no argu- 
ment as to whether or not implement 
advertising should run in farm publi- 
cations. It should. We are talking 
about general product advertising to 
farmers—men and women. In that 
sense, what is a farmer? 


Farmer or City Dweller? 


According to Mr. Hurd, a man 
may receive his entire income from 
the cultivation of agricultural crops 
and yet find himself a city dweller 
on the sales manager’s wall map. Be- 
cause he drives to the city with his 
family to buy things, he is “covered”’ 
by the type of advertising which 
covers the city. 

For practical advertising purposes, 
we think a farmer is a man who 
makes his living from the soil and who 
identifies himself socially, economic- 
ally and often politically as distinct 
from the city dweller. ‘To avoid 
quibble, however, we will take the 
census bureau’s definition: “A farm 
operator is a person who operates a 
farm, either performing the labor 
himself or directly supervising it.” 
And for many products, we are en- 
titled to assume that many farm hands 
who do not appear on “number of 
farms” statistical sheets are also read- 
ers and purchasers. 

‘lo what extent are these farm peo- 
ple reached by “metropolitan” media? 
To what extent does metropolitan 
and urban advertising—in news- 
papers, in urban magazines, on the 
radio—spill over to farmers? 

Undoubtedly, some “metropolitan” 
advertising reaches the farms. Most 
farmers of average income see more 
than one publication. Some see five 
or six. And, of course, the closer 
they live to a metropolitan center, 
the more likely they are to receive 
that center’s daily paper and to hear 
its local radio broadcasts. 

But there are studies galore to 
show that in the preponderant ma- 
jority of cases the farmer tends to 
read one or two farm publications 
and then, maybe, one or more among 
many competing metropolitan pub- 
lications. 

The Daniel Starch & Staff study 
made for Successful Farming is one 
such study. Talking with farm fam- 
ilies of better than average income 
and spending habits, the Starch inter- 
viewers found that many well-known 
national magazines were received in 


these farm homes. But one-third of 
the top farm families interviewed did 
not receive a single one of the 22 
large-circulation magazines most fre- 
quently found in Successful Farming 
homes. 

This means that an advertiser, to 
tap the farm market through the 
“spill-over’ from metropolitan- urten 
advertising, could have used 22 of 
the highest rate magazines in the 
country without touching a third of 
that market. (A Crossley survey made 
for Progressive Farmer showed a sim- 
ilar phenomenon in the South.) 

That the cost of reaching two- 
thirds of the top farm families in 
this manner is uneconomic is appar- 
ent. And we have not spoken at all 
of the effectiveness of the advertise- 
ments to which the two-thirds of the 
farm families were exposed. 

Good Housekeeping has been run- 
ning an arresting series of ads with 
the theme that advertising in Good 
Housekeeping is “more impressive.’ 
It is our experience that any adver- 
tising to farmers is ‘““more impressive” 
if it appears in a publication accepted 
by the farmer as his own and if 
couched in terms of farm language 
and farm slanted appeals. 


Metropolitan Advertising 


This is generally recognized in 
“metropolitan” advertising. Consider 
the hypothetical case of a camera ad- 
vertisement run in a newspaper of 
general circulation, in a sports maga- 
zine, in a dog publication, and in a 
photographic trade paper. Each ad- 
vertisement, to pull its full weight, 
should headline a different appeal. 
We just can’t see basing an argument 
for advertising dog food in a phlate- 
list quarterly—on the theory that 
some stamp collectors may also own 
dogs. 

Yet the farm population is one 
of our most distinct groups in its 
social and economic patterns. The 
farm publications can throw their 
whole weight into editorial matter of 
absorbing interest to farmers. ‘They 
can—and do—sponsor public events 
for farmers which no metropolitan 
publication can touch. We can't 
imagine Better Homes & Gardens, 
for instance, sponsoring a corn husk- 
ing contest. Yet such a contest in 
1940 drew 250,000 farmers. That is 
more people than attended the biggest 
football game in history. 

The National Federation of Wom- 
en’s Clubs pointed up this lesson 
neatly when they attempted to organ- 
ize clubs among rural women but 
were unable to get them to sign up 
with the National Federation. Yet 
the Country Gentleman’s Country 
Gentlewoman League service has 
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\Ziis...100... 2s Toledo 


oe : | ota 
<a & 
Da Ae te Se vie wt 
——- ELMER F. SWARTZ FARM 


SANDUSKY COUNTY OHIO One of Sandusky County's 


fine farms, with 136 highl 

...one of the 14 rich counties of the cultivated acres, “growing 
: - corn, soy beans, wheat an 

Toledo Retail Trading Area oats. Stock includes eight 


dairy cows and exception- 


ally large yearly hog pro- 
Located on the edge of the «Old Black Swamp”, | duction. Land value is $350 


‘ ‘ a —$400 per acre...Mod- 

the Sandusky County land is exceptionally fertile. ern farm machinery and 
. . po equipment are typical of the 

Prosperous farms have a high income from dairying, | progressive farms in this 


‘ F A territory. And of course 
grains, soy beans, sugar beets and fruits. Symbolic of | the Swartz farm is fully 


Sandusky County’s high agricultural rating is the anion 
Sandusky County Fair—long one of the nation’s leading county fairs. And in 
addition to farm wealth, industry is important in Sandusky County, with cutlery 
outstanding among its manufactures, and high production of lime and stone. 


...and this is the TOLEDO BLADE 


It has been the great good fortune of The Blade to serve true double-value market balanced between industry and 
for more than a century the fine city of Toledo and also ugriculture...a market which The Blade penetrates to 
the Toledo Retail Trading Area of 14 counties of North- an exceptional degree, with 99.2 73" coverage of Metro- 
western Ohio and Southeastern Michigan ...one of the politan Toledo and 72.8% average coverage of the en- 
nation’s most valuable agricultural regions. “This... tire retail trading area. 

TOO ...is Toledo”— forming, with the city itself, a Recent Survey 


7 
Write for 
“This is Toledo" booklet 


and supporting market data. 


One of America’s Great Newspapers 
REPRESENTED BY MOLONEY, REGAN AND SCHMITT, INC. 
@eeeeaeuaeoeaea2ee20e20e00e0e0e0e0e00e2080 MEMBER OF AMERICAN NEWSPAPER ADVERTISING NETWORK 
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Sailing on the Columbia River 
near Portland. Mt. Hood in the 
background. Photo by Oregon 


Journal Staff Photographer. 
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2nd Largest Evening 
Newspaper on 
the Pacific Coast! 


The JOURNAL now offers advertisers the 
largest circulation in its history, both daily and 
Sunday. You need The Journal to sell 
effectively in Oregon’s only Major Market... 
metropolitan Portland and its 

Retail Trading Zone. When you advertise 
in Portland, be sure to specify 


The JOURNA 


Evenings and Sunday 
PORTLAND, OREGON 


Member Metropolitan and Pacific Parade Groups 


Represented Nationally by Reynolds-Fitzgerald, Inc. 
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built up 14,000 clubs with 450,000 
members in it. 

The last of our four questions is: 
Which of the media reaching the 
people who can and will buy do so 
most economically ? 

At this point, the media _ repre- 
sentatives are on their own. Much 
as we would like to offer the harassed 
sales manager a neat little gadget 
which he could spin and get the 
answer, we cannot. But we believe 
that with the first three questions 
answered, the answer to the fourth 
will not be too difficult. 

If we can get two fixed points 


clearly in our minds, we can take 
our bearings. 

The first point is: Markets are 
people who can and may be induced 
to buy the particular product to be 
advertised. 

The second point is: Where people 
do their actual buying is distinct from 
where they decide to buy or where 
they torm a buying preference. 

Having fixed these points, we need 
only to remember that in advertising, 
as in all merchandising, the seller 
must find who can buy what... and 
get his interest at the best time and 
place. 


Opens the door 


TO MORE SALES IN 
AMERICA’S NO. 1 DAIRY STATE 


WISCONSIN 


... the Editor Has the Last Word 


We are indebted to Arthur Hurd for a series of articles 
which smashed all SALES MANAGEMENT reader response 
records, with more than 5,000 reprints being sold at 25 cents 
each—and we also owe a hearty vote of thanks to George 
Jordan for finding in the Hurd articles the stimulus for such 
a spirited and instructive reply. 


Read by 9 out of-every 10 
WISCONSIN FARM FAMILIES 


Arthur Hurd read the proof of this installment and he says, 


"While | do not agree with his point of view, | certainly have ISCONSIN 
no quarrel with it or his oie except for two places AGRICULTURIST 
os P A " and ———_ 
where he misinterpreted statements in my article. TACINE, WISCONSIN 
Mr. Jordan tells of ‘farmers driving into big lowa cities 
where they were charted by Mr. Hurd as ‘metropolitans.’ " 
They were not called "metropolitans" in the Hurd article, but 
they are residents of what the Bureau of Census defines as a <a 
“metropolitan county area." If George Jordan wants to make w 


a fight about that, he should direct his fire at the Bureau of 
Census and not at Arthur Hurd. 


The other statement to which Mr. Hurd objects is "A man 
may receive his entire income from the cultivation of agricul- 
tural crops and yet find himself a city dweller on the sales 
manager's wall map because he drives to the city with his 
family to buy things as ‘covered’ by the type of advertising 
which covers the city." Here is another of those instances 
where two men seem to have opposite viewpoints and yet 
both are right. If you go to the top of the Empire State Build- 
ing on a clear day, you can see in New Jersey, Westchester 
and Long Island, truck and dairy farms which yield annual 
incomes in five figures and each is very definitely a part of 
New York Metropolitan County Area. Hurd is right in includ- 
ing them; he could do nothing else. Yet Jordan is quite on 
the beam in pointing out that these people have special inter- 
ests connected with their work which are exemplified by 
specialized reading matter dealing with their trade. Hurd 
showed his awareness of that by pointing out that a sizable 
part of the circulation of many farm magazines was in the 
metropolitan county areas. 


BRANHAM MAN 


« Why 


This is one battle which both fighters won. 


Philip Salisbury 
JULY 15, 1947 


Corrections for 1947 
Survey of Buying Power 


P. 68—A change of per family income 
of New York (5 Counties) to $4,841 
revises the following county rank- 
ings: New York (5 Counties), N. Y., 
27; Spokane, Wash., 28; Cook, IIL, 
29; Providence, R. I., 30; Hampden, 
Mass., 31; Suffolk, N. Y., 32; Sedg- 
wick, Kan., 33; Monroe, N. Y., 34; 
Schenectady, N. Y., 35. 


P. 76—A change in Hinds, Miss., 
food sales to 15,738 revises the fol- 


lowing rankings: Hinds, Miss., 189; 
Spartanburg, S. C., 190; Forsyth, 
N. C., 191. 

‘Total of above Counties: 


544; % of USA: 64.870. 


15,458,- 


P. 96—A change of per family in- 
come of New York, N. Y. to $4,841 
revises the following city rankings: 
New York, N. Y., 77; York, Pa., 
78; Albany, N. Y., 79; Durham, 
N. C., 80; Lowell, Mass., 80; No. 


How a 
CONSUMER 
ANALYSIS 


OF THE 


ST. PAUL 
MARKET 


H FRE is an extensive and scientifically exacting survey 

of the St. Paul Market, conducted to determine brand 
preference, merchandise availability, shopping habits 
and other significant consumer data. It presents a wealth 
of dependable facts on foods, soaps, toiletries, beverages, 
home appliances and general consumer habits 
which will serve as a key to this potent market. 


The “St. Paul Dispatch-Pioneer Press 1947 Consumer 
Analysis” is now available to advertisers and advertising 
agencies. Order your copy now .. 
and write: National Advertising Department, St. Paul 
Dispatch-Pioneer Press, St. Paul 1, Minnesota, or Ridde# 
Johns Incorporated, 342 Madison Ave., New York; Wrigley 
Building, Chicago; or Penobscot Building, Detroit. 


ST. PAUL DISPATCH-PIONEER PRESS 


... facts 


. use your letterhead 


Hempstead 
Charlotte, N. C., 83; Greensboro, 
N. C., 84; Nashville, Tenn., 85; 
Yonkers, N. Y., 85; Chattanooga, 
Tenn., 87; Norfolk, Va., 88; Flint, 
Mich., 89; Elmira, N. Y., 90; Oak- 
land, Calif., 91; Lansing, Mich., 92. 


Twshp., N. Y., 80; 


P. 110—St. Joseph, Mo., Wholesale 
Sales; 102,688; Ranking: 102(a). 

Total of above Cities: 105,632.,- 
014; % of USA: 79.410. 


P. 136— No. 91, Providence Per Fam- 
ily: 4,409. 


P. 138— No. 106, San Francisco Per 
Family: 3,859. 


P. 164— Warwick, % of State EBI: 
2.23; % of USA EBI: .015; %@ of 
USA Potential: .017; Quality of 
Market Index: 65. 

West Warwick, % of State EBI: 
184; % of USA EBI: .012; % of 
USA Potential: .014; Quality of 
Market Index: 100. 


P. 168—Providence (Metropolitan 
County Area) Per Family: 4,409. 

Rhode Island Total Above Cities 
—% of State EBI: 77.58; % USA 
EBI: .512; Per Family: 4,363; % 
of USA Potential: .517; Quality of 
Market Index: 119. 


P. 224— Hamilton, Population: 59.0; 
% of State Population: .82; % of 
USA Population: .042; No. of fam- 
ilies: 16.3; Gross EBI: 79,520; Net 
EBI: 70,549; % of State: .83; % of 
USA: .050; Per Family: 4,328; % 
of USA Potential: .047; Quality of 
Market Index: 112. 

Middletown, Population: 40.0; % 
of State Population: .56; '% of USA 
Population: .029; No. of families: 
11.4; Gross EBI: 55,454; Net EBI: 
49,198; % of State: .58; % of USA: 
.035; Per Family: 4,316; % of USA 
Potential: .033; Quality of Market 
Index: 114. 


P. 366— Hinds Food Sales: 15,738; 
Issaquena Food Sales: 211. 


P. 367—Jackson (Metropolitan 
County Area) Food Sales: 15,738. 


P. 386— [Dallas City % of State Pop- 
ulation: 6.11; % of USA Popula- 
tion: .321; % of USA Potential: 
404; Quality of Market Index: 126. 


P. 409— Texas Total Above Cities 
Population: 3,209.0; % of State 
Population: 43.71; % of USA Pop- 
ulation: 2.298 ; % of USA Potential: 
2.566; Quality of Market Index: 
112. 


P. 440—San 


tan County 
3,859. 


Francisco (Metropoli- 
Area) Per Family: 
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| THE DETROIT TIMES | 


NU EDITORIAL | | DEPARTMENT 


Pres 


Do You Know PHILOMENE? 


Philomene is a saucy bit of pulchritude in her own right, 
which is as it should be—for Philomene is editor of The 
Detroit Times “BEAUTY BOX”’—a column devoted to the 
proper use of creams, lotions, powders, rouges, lip-sticks, 
nail lacquers and similar items so dear to the feminine heart. 

Philomene advises the HALF A MILLION women and 
girls over fifteen, who read The Detroit Times every day, 
on how to get “more” out of their glamour. At the same time, 
she very subtly assists in selling vast quantities of cosmetics 
and other glamour stuff—for those who make a business 


of such things. 


If You Have 
Cosmetics to Sell 
And You Do Not 
Know Philomene 

of The Detroit Times 
You Are Overlooking 
A Good Bet. 


NO COVERAGE IS COMPLETE WITHOUT The DETROIT TUK S 
THE 400,000 FAMILIES REACHED BY 


REPRESENTED NATIONALLY BY THE HEARST ADVERTISING SERVICE 
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Does It Pay to Repeat an Ad? 
Tests Say “Yes!” 


You can save money without reducing your schedule— 
Just repeat that advertisement and you'll get more 
readers, 2865 interviews with the men who buy reveal. 


ORIGINAL 
IMSERTION 


FIRST 
REPEAT 


vious insertion. 


CHART | 
What Happens When an Ad is Repeated? 


New readers or readers who do not recall seeing pre- 


ee Accumulated recollection of previous appearances. 


SECOND 
REPEAT 


IN EITHER a weekly or monthly publication, regardless of insertion frequency, 


the general effect of repeating an advertisement is shown in this chart. 


times can you eftec- 
repeat an advertisement? 
Stated another way the question is: 
“Why can’t we prepare fewer and 
better advertisements and_ publish 


each one more times? 


How many 
tively 


Facts are now available to replace 
opinion on this much debated ques- 
tion. ‘The facts have been gathered 
in the past year and just issued by a 
committee representing 300 industrial 
advertisers, publishers and agencies, 
each of which helped to underwrite 
this study costing more than $15,000. 

The committee reached these con- 

clusions on the value of repeating 
advertisements : 
“1. A given advertisement secures 
attention from a random sample of 
those who read the publication in 
which it appears. 

“2. When an advertisement is re- 
peated, it is seen and read by at least 
an equal number of new readers or 
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readers who do not recall seeing it 
before. This holds true regardless of 
frequency of insertion in either a 
weekly or monthly publication. As 
the time interval between repeated 
advertisements increases, the recollec- 
tion of previous appearances decreases 
to the extent that: 

“3. In a weekly publication, adver- 
tisements repeated at four weeks or 
longer intervals have little accumu- 
lated recollections of previous appear- 
ances and have approximately the 
same effect as the original insertion. 

“4. In a monthly publication, ad- 
vertisements repeated at four or five 
months intervals have little or no 
accumulated recollection of previous 
appearances and have approximately 
the same effect as the original inser- 
tion.” 

Who gave these answers on which 
the committee based its conclusions ? 
Men interviewed represent manage- 


ment, purchasing, engineering and 
production. Researchers limited in- 
terviews solely to men in industry 
who buy, specify or influence pur- 
chases of industrial equipment. In 
other words, the survey findings are 
not opinions of advertisers’ sales de- 
partments, their agencies nor pub- 
lishers. ‘They are views of men who 
read and are influenced by publication 
advertising. 

Survey findings are based on inten- 
sive study of what the men inter- 
viewed observed and read in advertis- 
ing in two publications, Steel, a 
weekly published by Penton Publish- 
ing Co., and Product Engineering, a 
monthly issued by McGraw-Hill 
Publishing Co. Adertisements studied 
appeared exclusively in these two 
publications. Interviewers conducted 
2,865 complete interviews in 27 loca- 
tions, averaging 220 interviews pe 
issue on Steel and 222 on Product 
Engineering. 

This study did not attempt to 
measure the sales effectiveness of one 
advertisement with another nor the 
effectiveness of one publication over 
another. The study had these two 
objectives: 

“1. ‘To compare the relative obser- 
vation and readership of repeated 
advertisements with the original in- 
sertion. (Observation means recall- 
ing having seen a given advertise- 
ment). 

“2. To determine the relative ob- 
servation and readership of repeated 
advertisements after various time in- 
tervals.” (Readership means reading 
one-half or more of the main text of 
a given advertisement). 

‘The pulling power of repeated ad- 
vertisements in both a weekly and a 
monthly publication is shown in 
Chart I on this page. Researchers 
found that each time an advertise- 
ment is repeated, regardless of fre- 
quency of an advertisement’s inser- 
tion, the advertisement attracts as 
many new readers or those who do 
not recall seeing it as it did the first 
time it was published. 

As shown in Chart I, when an 
advertisement is first repeated a cer- 
tain number of readers recall having 
seen the original insertion. When the 
advertisement is repeated a second 
and third time there is a rise in the 
number of people who recall seeing it. 
But as shown in Chart I each re- 
peated advertisement attracts a new 
audience, or those who do not recall 
seeing it, of the same size as it did the 
first time. 

The effect of repeated advertise- 
ments on those who read a weekly 
publication is shown in Chart II on 
page 123. Advertisements studied 
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What you should Rnow about S@X 
to sell Baby good 


iT you still think that storks bring babies, think 
again. Babies, friend, are a delayed reaction to spring, 


perfume, etchings, boredom and what not. 


They are living proof that the world’s made up of 


males and females—and that males and females under 
stand this arrangement. In fact, male and female have 
such a keen appreciation of their collective poten 
tialities that they knowingly commit themselves to 
permanent partnership. Thus are male and female 
shackled to an eternal exchange of shekels for the 
numerous knickknacks and necessities of family life. 

Consider baby food for a moment. Mama's mater 
nal interest and Papa's pride make bringing up baby 
: family affair. (Take a look at the figures on male 


purchases of baby food!) Consider, in contrast, that if 


Mama favors tooth paste “A” and Papa prefers tooth 
powder “B,” no agreement is needed—they can pur- 
chase both brands. 

Note, if you will, that it ain’t what you sell, it’s the 
way that you sell it! Whether you're a baby food big- 
wig or a tooth paste tycoon, a motorcar magnate or a 
cigarette czar, you've still got to sell two sexes—males 
and females. Either together or separately. 

And who can woo males and females like THe 
AMERICAN Macazine! 

Dollar for dollar, page for page, no other maga- 
zine can match the multimillion male-female cir- 


culation delivered by... 


ae a 


SHagazine 


THE CROWELL-COLLIER PUBLISHING CO., 250 PARK AVE., NEW YORK 17, N. Y., PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN’S HOME COMPANION 
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A woman is somcbody who always does what you 
don’t expect her to at the right time. This surprise technique 
frequently results in baffled admiration (sometimes 

called chivalry) from the sterner, more expected sex, and 
succeeds in preserving more things than spangled 

banners and starting more things than family traditions. 


This is because women are more apt to take things 
personally, to heart, and turn them into living action. 


We like to think that the extraordinary success 
of our magazine springs from a recognition 
of this omnipresent feminine characteristic. 


We think that in the Journal women find more 
values for living. And since they read to live—and bring their 
reading to living, many advertisers tell us they believe 
their messages in the Journal share this special living scrutiny. 


“Never Underestimate the Power of a Woman” 
may have started as a solo; today it is practically a chorus. 


Laue Lene 
JOURNAL 


apologize to folm Cremmbeah W)hittion 
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were published every fourth week for 
four insertions. Not until the third 
time the advertisement is repeated do 
many people recall having seen the 
original or the first and second re- 
peat insertions. Each time the adver- 
tisement is repeated it attracts a block 
of new readers or those who do not 
recall the advertisement as large as 
the first time run. 

Repeating an advertisement every 
issue in a monthly publication shows 
a somewhat similar increase in obser- 
vation as an advertisement repeated 
weekly but the increase is not as rapid 
nor does it reach as high a level. This 
is shown in Chart III on this page. 

When do people read your publica- 
tion? Researchers found this varies 
widely. Some read a publication when 
they receive it, others delay looking 
at it for a few days, weeks or months. 
Investigators found this shows up in 
several ways. They are: 

“1. Readers stated they had not 
finished reading an issue when the 
investigator called. 

“2. ‘Test call-backs were made one 
momth after the original interview 
on many of the same individuals orig- 
inally contacted. It was discovered 
that twice as many of them had by 
this time finished reading the issue 
as reported for the same issue a month 
earlier. 

“3. The inquiry records show that 
inquiries were received for a repeat 
ad not only during the month fol- 
lowing publication but for the second 
and third month, and even longer 
intervals following publication.” 

From these widely varying reading 
habits, researchers conclude that “a 
repeated ad, if inserted at frequent 
intervals in the same publication, may, 
at a given time, be observed by vari- 
ous groups of readers in any one of 
a number of issues. Therefore, when 
the reader is asked if he has seen a 
repeated ad, it is quite possible that 
his ‘yes’ may mean he has seen the 
ad in that issue or in another issue 
that he has recently read, or in both.” 

What is the significance of these 
findings? For one thing, the study 
points to a practical way for adver- 
tisers and their agencies to reduce 
advertising costs. The saving in en- 
graving costs is obvious when a single 
advertisement can be repeated success- 
fully one or more times. Within the 
past year many advertisers have found 


themselves paying more for copy 
Preparation than for publication 
space. In some instances, this has 


meant cutting back money to be spent 
in placing sales messages before cus- 
tomers and prospects. In others, it 
has meant increasing the total num- 
ber of dollars for advertising. Now, 
advertisers have a factual basis for 
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saving on advertising production costs. 
These savings can be used to restore 
advertising volume or to increase it 
for the buyers’ market. 

In presenting the findings to the 
National Industrial Advertisers’ As- 


known effectiveness.” 
sociation convention in Milwaukee in 


have the facts we are going to make 
real use of them—not only in our 
advertising department but with our 
sales departments in interpreting to 
them the value of repeating ads of 


Copies of the 90-page report are 


June, J. H. Thompson, manager, being sold for $50. Copies can be 
apparatus and industry advertising, obtained from Edwin L. Andrew, 
Westinghouse Electric Corp., Pitts- Steering Committee for Survey of 


burgh, and chairman of the commit- 
tee making this study, stated: 


“T can tell you that now since we 15, O. 


Effectiveness of Repeated Advertise- 
ments, 1501 Euclid Ave., Cleveland 


CHART II 


Observation of Identical Advertisements Appearing Every 
Fourth Week for Four Insertions in Steel, a Weekly 
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New Readers or Readers who do not recall having seen previous in- 
sertion 


Readers who recall having seen advertisement from previous appear- 
ances. 


READERS’ RECALL is slight when advertisements are repeated at four week 
intervals. Similar charts plot observation and readership for other cycles. 


CHART Ill 


Observation of Identical Advertisements Appearing Every 
Month for Four Months in Product Engineering, a Monthly 
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New Readers or Readers who do not recall having seen previous in- 
sertion 
Readers who recall having seen advertisement from previous appear- 
ances. 


REPEATING AN ADVERTISEMENT every month produces a recall somewhat 
similar to a weekly publication. Note how total observation rises steadily. 
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An Industrialist “Sells” 
Higher Wages for Teachers 


BY HARVEY S. BOLAN - 


Why does this article appear in Sales Management? 
Answer: Because business is beginning to recognize a social 
responsibility in the building of better community relations. 
This is one documented case history of such a project. 


Being lost on a desert island... 
alone . . . is comparable to the feel- 
ing of a superintendent of schools 
when he arrives in a new commu- 
nity. He has been elected to his posi- 
tion by the board of education afte: 
numerous interviews. It may be that 
he knows “the friend of a friend” 
in the community—more than likely 
he does not. 

While being the superintendent of 
schools in any community is basically 
the same, yet there are the people in 
the community—-their children, the 
teachers, the press, the entire per- 
sonnel, for they own the _ schools. 
‘They are the rich and the poor, the 
brilliant and the stupid—Jew, Gen- 
tile, Protestant, Catholic. 

| arrived in Lebanon in July of 
1942 after the closing of the 1941-42 
school term. I knew something of 
the community, garnered from my 
fellow schoolmen, but not much. Lit- 
tle by little 1 learned to know some 
of the people of the community, other 
than the members of the school board. 

sut it was a great day, shortly 
after my arrival, when the telephone 
rang and a voice said, “(good morn- 
ing, this is W. H. Worrilow.” “Who 
is Mr. Worrilow?” I asked. ‘That, 
of course, was stupid, but no one had 
told me about Mr. Worrilow, presi- 
dent of the Lebanon Steel Foundry, 
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Lebanon’s largest home-owned indus- 
try, and citizen-at-large. Lebanon, 
by the way, is a third-class school 
district with a pupil population of 
over 5,000. There are one high school 
building, two junior high school 
buildings, and 11 elementary schools. 
‘The community population is approx- 
imately 30,000. 

Mr. Worrilow and I made an ap- 
pointment and became acquainted. 
He told me of his interest in the 
community, especially the schools, and 
offered his assistance to me. More 
than once I went to “Bill” with 
questions, which he answered hon- 
estly and straightforwardly. 

‘Through him and through the peo- 
ple he made known to me, I learned 
to know this Pennsylvania Dutch 
community which I have come to 


Superintendent of Schools, Lebanon, Pa. 


regard with the same feeling of ‘“‘bred 
to the bone” that Mr. Worrilow 
has. After numerous conversations, 
Mr. Worrilow and I decided that 
the businessmen in the community 
and the educational system were not 
understood by one another. <Accord- 
ingly, two meetings were arranged: 
The first was held in the library of 
the Lebanon Senior High School 
where businessmen met with princi- 
pals, who explained the system, while 
I explained the financial problems. 
The second meeting was held in the 
office of the county superintendent 
of schools, H. C. Moyer, where his 
staff members told of the work of 
the county schools, especially in re- 
gard to vocational agricultural edu- 
cation. Said one businessman after 
the first meeting, “School business 
is BIG business. I am glad I came 
here.” 

Mr. Worrilow was concerned also 
about lack of educational opportuni- 
ties for adults and veterans—espe- 
cially the crafts where the knowledge 
could be turned into a livilihood. As 
a result, a pottery course was insti- 
tuted for adults in the high school 


HE EARNED HIS WAY 


Harvey S. Bolan, native of Pennsylvania, is self-educated in 
that he earned the money which paid for his education . . . he 
was a salesman and had a varied career in local steel mills and 
other industrial fields ‘round about. 


He attended Franklin and Marshall College, Lancaster, Pa. 
. .. is a graduate of Shippensburg State Teachers College . . . 
received his M.A. at Rutgers University and his Doctorate in 
Education at New York University. He has been teacher, prin- 
cipal and superintendent in Pennsylvania rural and urban schools. 


His talents lie not only in the fact that he is well versed in 
educational matters, but he has thorough knowledge of the 
financial background of the school system and of the laws which 


control the Pennsylvania schools. 
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three years ago, and the classes, held 
in the evening, have been filled ever 
since. It was the first of its kind to 
he sponsored by the Vocational De- 
partment of the Department of Pub- 
lic Instruction in the Commonwealth. 
Art and weaving classes have been 
added since that time. 

This was the beginning of that 
happy understanding which exists in 
Lebanon today between the public 
and its school system, and which is 
formulated by a splendid board of 
education who operate on the princi- 
ples of democracy, the greatest good 
for the greatest number, and the 


ATS ad 


Off 


. 


absence of partisan-political pressure. 
This philosophy has permeated 
from the office of the superintendent 
to the youngest first grade child— 
and thanks to Mr. Worrilow, the 
industrialist, has permeated from his 
office into the community at large. 
Prior to my coming to Lebanon, 
I had learned from the teachers that 
an attempt to obtain a salary raise 
was unsuccessful. ‘Teachers subse- 
quently said they had not planned 
carefully or thought about public 
opinion. Naturally, I learned of these 
matters gradually since no superin- 
tendent comes into a system and 
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Hub of a §600.000.000 
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—Tenn. Conservation Dept. Photo 


Sumner County, Tennessee, fifteen miles from Nashville, leads the state 
in strawberries, oats and barley and ranks second in hogs. Tobacco, 
corn, wheat and livestock are other leading farm products. Important 
industries include shoes, tobacco products, frozen foods, furniture, 
cheese, and wood products. The county is nationally known for its 
bluegrass farms and thoroughbred horses. TVA power is cheap and 
plentiful. Sumner is one of the thirty-six counties comprising the 
Nashville trading area—the rich market blanketed by Nashville's two 


great newspapers. 


NASHVILLE CITY ZONE POPULATION 
NASHVILLE MARKET POPULATION 
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266,505 
920,843 


The illustrations shown with this 
article are reproductions of wood- 
cuts which illustrate a brochure, 
“Lebanon County—Throughout the 
Centuries,” prepared by Lebanon 
Steel Foundry in an effort to pro- 
mote more interest in local history. 
It is aimed to reach the school chil- 
dren, as well as grown-ups, by 
showing them what lies right at 
their doors, and to contribute to the 
awakening of enthusiastic interest 
in what can be accomplished in a 
local community. The brochure was 
sent to public schools, colleges and 
universities throughout the State of 
Pennsylvania. Framed reproduc- 
tions of the woodcuts hang on the 
walls of the schools throughout 
Lebanon Valley. 


learns what is needed immediately. 
I sensed however that teacher morale 
was low, and learned it was so by 
immediately putting into effect the 
board policy: democratic action. Each 
teacher was asked to state the high 
and the low points ot the system. 


They were frank—and helpful. 


The next year I interviewed each 
member of the graduating class, in 
carrying out the same principle. In 
this way, not only did I learn their 
opinions, but the opinions of their 
parents—the taxpayers. In the mean- 
time, Mr. Worrilow had been speak- 
ing to people in this and other com- 
munities on the same subject. 

House Bill 816, passed by the 
Pennsylvania Legislature provided 
temporary relief, and in the 1945 
session the Legislature passed Act 
403 which raised the mandatory 
minimums of the Pennsylvania teach- 
ers. Something regarding the salary 
situation—a definite and unanimous 
low point—had to be done—and 
locally. In February, 1946, I met 
with a teacher salary committee to 
discuss the salary question, and after 
this committee had made a careful 
study of other districts, together with 
facts about the rising cost of living 
(all of which was reported in the 
press), they appeared before the board 
of education and stated their case. 
The board members were sympa- 
thetic, but the taxpayers, they said, 
were their real “bosses.” How did 
they feel about it? 

Knowing Mr. Worrilow’s attitude, 
knowing too of his sympathetic con- 
cern in his community, the commit- 
tee chairman, B. Anton Hess, re- 
quested an interview with Mr. Wor- 
rilow. The result was an open let- 
ter which appeared in the local news- 
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papers giving Mr. Worrilow’s un- 
qualified endorsement of a salary in- 


crease. ‘This was followed by hun- 
dreds of cards and letters from 
other businessmen and community- 


minded persons who almost unani- 


mously seemed to be in favor of 
a salary increase. The cooperative 
press pointed out that if teachers 


were to receive salary increases they 
(the taxpayers) would have to foot 
the bill. This was made clear every 
step of the way, on the principle that 
what is wanted must be paid for. 
Mr. Worrilow’s open letter ap- 
peared in the newspapers May 25, 
1946, more than a year before other 
businessmen in Pennsylvania realized 


“THIS SITUATION 
CORRECTED AND 


SHOULD BE 
AT ONCE. The name 
of Lebanon in published statistics 
must not suffer the ignominy of be- 
ing classed with those districts where 
illiteracy prevails, where the popu- 
lation is indifferent to education, and 
where they are unable to pay the 
salaries we can. 

“Our civic pride must show 
IRRESTIBLE DETERMINATION 
teachers salaries comparable 
those in other sections of our Com- 
monwealth and of our classification. 

“Are we going to suffer our chil- 
dren to be taught and trained by 
teachers of mediocre talent and abil- 


the 
to pay 
with 


ity or of whatever skill and knowl- 
that a real crisis was at hand. This edge the School Board can obtain, 
is what he said: while better teachers are attracted to 
“A CITIZEN SPEAKS. Today the schools in other cities or weaned away 
citizens of Lebanon are given an by industry? 

opportunity to do justice where in- “IT HAS BEEN SUGGESTED THAT 
justice has long prevailed. ONE MILL BE ADDED TO OUR SCHOOI 
“Our school teachers have asked TAXES AND A SPECIAL PER CAPITA 
for an increase of $400 per year in TAX OF NOT LESS THAN $l, NOR 
their salaries for ONE YEAR in order MORE THAN $5, BE LEVIED ON EVERY 

ORE_THROUGH WAR, THROUGH PEACE: More than 50,000,000 

tons of the best ore in America have been extracted from the Corn- 

wall Ore Mines in Lebanon. Operations were begun back in 1740. 
to meet the increased cost of living. PERSON 21 YEARS OF AGE OR OVER. 
“In a statement to the School “Do you realize what this per 
Board, conspicuous for its restrained capital tax means? Less THAN TEN 


language and lucid presentation of 
facts, the teachers have submitted 
their request. To us Lebanonians 
this is no arrogant demand for an 
immediate increase— no threat of 
intimidation that the children will 
not be properly taught and super- 
vised if it is not granted—no intima- 
tion that if an increase is not given 
that instruction will be of a perni- 
cious character, or have tendencies 
that are subservient to and will un- 
dermine our Government. 

‘THEIR PETITION TO THE BOARD 
IS ALMOST PATHETIC IN ITS LAN- 
GUAGE AND REVEALS MORE BY WHAT 
IT OMITS THAN BY WHAT IT SAYS. 
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CENTS A WEEK FOR EACH TAXPAYER 


—THE PRICE OF A PLATE OF ICE 
CREAM. 
“Parents with children going to 


school: On this basis what do you 
pay per child for the best of in- 
struction and care by our present 
teachers? Get out your pencils and 
a pad of paper and figure it. 
“Those without children: Can you 
imagine refusing to pay ten cents a 
week to educate your own town’s 
boys and girls and give them the best 
possible in the way of education? 
“How are they going to compete 
with other boys and girls, with other 
men and women, unless we prepare 
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$6.73 per 100 
$55.00 ban 1000 » 
POST CARDS or 4°x5°s | 30°x40° 53.85 EA. 
$22.00 per 1000 Lets | 20°x30° $2.50 EA. 
24 HOUR SERVICE ON REQUEST 


Made in labs and studios of international ly- 
famous og James J. Kriegsmann j 


165 West 46th St. 
i Pavan 9-1723 NY. 
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RS-ND30 
DevrY aes adel S Projector { {G7 
4 


Sound~ 


Now back in production the DeVRY 
professional 16mm, sound-on-film pro- 
jector gives you a triple purpose unit. 


The new DeVry 
Model RS-ND30 
sound-on-film pro- 
jector safely pro- 
jects both 16mm 
sound and silent 
films. 


Safely projects both 
16mm. black & 
white and Koda- 
chrome films with 
Out extra equipment. 


Separately housed 
amplifier and speak- 
er can be used asa 
P. A. System, ine 
doors or out. 


SYSTEM ~ 
INDOORS oR OUTDOORS 


To help make the most of selling, 
educational possibilities by means of audio-visual 
equipment, DeVry’s Model RS-ND30 16mm. 
sound-on-film projector offers theater quality per- 
formance for groups of 3 to 3,000; provides port- 
able P. A. facilities through its separately housed 
amplifier and 12” permanent-magnet 


training and 


| speaker. Turn to DeVry for the best in audio- 
| visual aids. Before you buy, see and hear the 
new DeVry RS-ND30 16mm. sound-on-film pro- 
jector. ° 

DeVry Corporation (SM-D7) 
1111 Armitage Ave., Chicago 14, Illinois. 


| Name_ 


Send latest equipment literature without obligation. 


Address 
as 
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‘Hotel New Yorker 


al Yow service 


At your service . . . . phone calls put 
through in seconds flat! Another 
in the thousands of important 

little services our Hotel 
New Yorker staff of 1700 
takes pleasure in performing 


for your comfort and convenience! 


— 

Now Appearing Nightly... 

VICTOR LOMBARDO'S 
ORCHESTRA and 


spec tacular Jeg Show in our 
TERRACE ROOM 


them for it? It can’t be done. THE 
CHILDREN OF LEBANON SPEND MORE 
OF THEIR WAKING HOURS WITH 
THEIR TEACHERS THAN WITH THEIR 
PARENTS OR OTHERS WITH WHOM 
THEY MIGHT HAVE DAILY CONTACT. 

‘This being so, IT Is OUR RESPON- 
SIBILITY TO SEE THAT OUR TEACHERS 
ARE THE BEST AND THAT THEY ARE 
PAID ADEQUATE SALARIES. 

“The children and teachers issue 
this challenge that we do so! 


mittee, with representatives of civic 
and service organizations was ap- 
pointed to discuss the problem with 
the people. A petition for an over- 
all $300 salary increase was drawn 
up and endorsed by the membership 
of these groups. A survey, issued to 
the children from my office, and sent 
to the parents, proved that an .wer- 
whelming majority of the taxpayers 
were willing to pay for a teacher sal- 
ary increase. 


~~ 
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LEBANON BOLOGNA: Savored with spices according to 
a secret recipe, perfectly cured in clouds of hickery- 
wood and sawdust smoke, it is known throughout the world. 


‘The Superintendent of Schools 
endorses the petition. Your School 
Board composed of (seven) reason 
able and practical men, loyally serv- 
ing your interests are waiting to learn 
your wishes. Let us indicate our con- 
fidence in them by an overwhelming 
endorsement of the teachers’ request 
and obtain the money by the plan 
suggested. Yours for the Children 
of Lebanon, (Signed) W. H. Worri- 
low.” 

The board, faced with deficit 
financing, on July 12, 1945, never- 
theless revised their adopted budget 
and granted increases of $100 to $200 
to each of the 165 teachers of the 
lebanon system—not what had been 
requested ($400), but a start, at 
least. 

All, however, was not well. Public 
opinion and sentiment in favor of 
the teachers continued to grow. In 
the Fall of 1946, a community com- 


The board of education, satistied 
that the public wished the increase. 
took action February 25, 1947, to 
give each of the 165 teachers and 
principals of the system a permanent 
$300 salary increase, effective Sep- 
tember 1, 1947. This has brought 
the salary scale of the Lebanon city 
school system well within the range 
of second-class school districts. 

‘Teachers are to be commended for 
their understanding and _ patience; 
the board of education for granting 
the salary increase before the com- 
munity petition was presented to 
them, and for their kindness and 
understanding of the problem; the 
citizens of Lebanon, including the 
businessmen, sparked by Mr. Worri- 
low, for their cooperation, and Mr. 
Worrilow especially for having the 
courage to speak out on a vital issue. 
The Lebanon press supported the 
teachers in publication of items, inter- 
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His Head’s in the Clouds Since He Got the lowa Territory 


“ 
Yes—Iowa is a sellers’ paradise—and Des Moines THE DES MOINES 
Sunday Register delivers it to you on a silver plat- REGISTER AND | RIRUNE 
ter! Think of it—one newspaper wraps up an entire sine 
l-, ee 
state in ove convenient sales-crammed package— itt ae 
| * ins 
covers 65% of this stable, free-spending market. 
No wonder the Des Moines Sunday Register is 


in the top rank of major media! And remember— 


the milline rate is only $1.66. Va 
. . : 7 
ABC Circulation March 31, 1947: PACKAGES A STATEWIDE URBAN MARKET 
Daily 365,559—Sunday 480,803 RANKING AMONG AMERICA’S TOP 20 CITIES 


Basic Member American Newspaper Advertising Network 
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8.6887 


OF THE TOTAL 
U.S. RETAIL SALES 
ARE IN THE 


views and editorials, and I wish also 
to call attention to this important 
factor: 

The school board recently took ac- 
tion, increasing the school tax by 
two mills, bringing the total millage 
to 17—still one of the lowest rates 
in the Commonwealth. There is no 
per capita tax. Lebanon’s taxpayers, 
in the year 1946, paid their school 
tax 98%, and are well on the road 


cause they have been told the truth 
about their schools, which proves that 
democratic action, if exercised, can- 
not be equalled by any other form 
of government in the world today. 
This is the community in which 
I live and work—the community 
where my children attend school— 
this is Lebanon, in the Lebanon 
Valley, and as “Bill” so truly says, 
“The finest community under God’s 


to match the record this year. ‘They sun—home.” Thanks to an industrial , 
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MORE LISTENERS | 
PER DOLLAR IN | 
NORTH JERSEY 
AND NEW YORK 


CITY THAN ANY 
. Someone, obviously replete with a vitriol transfusion, once referred 
OTHER STATION to the mosquito as New Jersey’s State Flower. Last year Dave 
. - ‘Terwilliger and Richard Hollyer, of Wyckoff, had an itch to relieve 
...INCLUDING ALL a, Gis ok choke Meee, cee Sor ay 
their fellow citizens of their biting misery. Out of their itch a busi- 
ness was scratched—Fog, Inc., of New Jersey. “The boys bought a 
machine called ‘(TIF A, or Todd Insecticidal Fog Applicator, acquired 
a one-ton truck and a supply of DDT, other insecticides and weed 
killers, and took to the highways in search of customers with costly 


YFIRST IN AM insect and weed control problems. 
FIRST IN COMMER- Jersey literally fell on the Terwilliger-Hollyer neck. Everyone 


wanted to accentuate the productive and eliminate the pestilence. 
’ 
CIAL FM (waaw) 


Clients include farms, creameries, laundries, resorts, hospitals, private 
estates, horse ranches and carnival grounds. The boys charge from 
SOON FIRST 
IN TELEVISION 


$10 an hour, have grown a thriving business by catering to people 
New Jerseys 1 Station 


LET US SPRAY 


50.000 WATTERS. 


who badly need the service but can’t afford a personal machine. 
Farmers claim that the cows, in a less irritable frame of mind after 
a spray job, produce more and richer milk, cattle yield choicer beef 
because they’re not irritated by flicking flies. Who are we to doubt it? 
One creamery reported a 100% insect kill which lasted five weeks; 
a turkey farmer was happy because he could have outdoor picnics near 
the brooders without an ensuing bug nuisance. And an oat farmer 
who had decided his entire crop was a dead loss from choking 
mustard plants, was able to harvest 40% of it after a fogging 
machine covered it with spray. 
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NEWARK-NEW JERSEY 


There are only six custom “foggers” in the East now and the 
opportunities—G.I.’s take note—are limitless. 
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Unions Talk Back— 
Via Radio Advertising 


Louisiana CIO unions use 
paid advertising techni- 
que to mold opinion. 


Radio listeners of the southern half 
of Louisiana are being sold the idea 
that unions, instead of hindering pro- 
duction, actually help to increase it 
and that the labor unions are useful 
members of the civic body. Selling 
is being done by an 18-week series 
of 15-minute radio programs drama 
tizing actual incidents showing the 
unions in a favorable light. 

Eighteen CIO unions in the Lou- 
isiana district each pay the freight for 
one broadcast. Purpose of the show, 
in the words of Ed Stone, Louisiana 
publicity director for CIO unions, is 
to ‘counteract the unfavorable pub- 
licity unions have had.” 

The public hears of unions, Mr. 
Stone points out, only when they 
strike. Hence, John Consumer who 
sees the refrigerator or automobile 
he wants held up largely by strikes, 
is not likely to love the labor unions. 
Actually, CIO unions claim, unions 


b>. yet 


PACKAGE YOUR PRODUCT IN 


jump productivity far more than they 
act to lower it—but the public does 
not know this. The CIO programs 


dramatize actual incidents, quotes 
dates and individual and _ factory 
names. These dramatizations tell ot 


ideas for increasing output and gim- | 


micks for improving manufacturing 
methods which originated with union. 

Alternating with these dramatiza 
tions are others that show the union 
members as good citizens of the com- 
munity. Using the same technique of 
acting out real incidents, they show 
how CIO headquarters and CIO 
local unions acted to help put 
over the recent Red Cross and Com- 
munity Chest drives. Other incidents 
show how labor unions of a locality 
on occasion spearhead a civic drive, 
how they work in routine ways to 
make their communities prosper. 

Paid professional actors play the 
parts in the programs, and a radio 
agency has been hired to handle pro- 
duction and script writing. ‘Time has 
been contributed by radio station 
WDSU, New Orleans, as a public 
While the present contract 
calls for 18 weeks of broadcasting, 
“We hope to continue our programs 
indefinitely if the individual 


sery ice. 


locals 


can be sufficiently sold on the idea,” 
explains Mr. Stone. 


yours. 
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Now! You Can Dictate 
‘As You Travel 


+ - a 


with SoundScriber Portable 
Electronic Disc Dictation Machine 


@ Dictate reports, instructions, memos, letters 
as you travel—on SoundScriber’s featherweight, 
unbreakable plastic discs. Mail the discs to the 
home oflice of to any other office using Sound 
Scribers. No more night work. Get it done as you 
go—with the SoundScriber Portable. Self con 
Works in car, at home, in hotel room, or 
trains. Get all the facts. Return coupon now. 


SOUND/CRIBER 


The SOUNDSCRIBER CORPORATION, Dept. SM-7, 
New Haven 4, Conn. 


O.K. Send me a// the tacts on SoundScriber. 


tained 


NAME___ 


ADDRESS 


CITY a 


Customers like what they see when they see your 
product packaged in eye-appealing, transparent Pyra- 
Shell containers. You can't find a more attractive dis- 
play package. 


Compartmented Pyra-Shell boxes are particularly 
valuable in unit-packaging of popular assortments. 
Dealers find them easier to order, easier to display, 
easier to sell. Retail unit sales are larger — and so are 


Find out how standard — or, if necessary, special — 
Pyra-Shell containers will boost the sale of your line. 
Simply send a sample product or assortment for com- 
plete recommendations. 


Address Dept. S 
AUBURN, N. Y. 


-Shell TRANSPARENT BOXES 
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Merchandising by 
Domestic Engineering 


Domestic Engineering, one of the 
leading magazines in the plumbing 
and heating trade, since early spring 
has been doing an outstanding job in 
merchandising. The idea started 
when the management became con- 
vinced that the nation was entering 
a buyers’ market. They began to 
question costs around April 1. Buy- 
ing thins out fast when a_buyer’s 
market starts. Everyone wants to 
wait for lower prices. 

Installation costs of plumbing and 
heating goods, in an average year run 
around $1,000,000,000, Last year it 
was about $1,500,000,000. The trade 
would like to see it go to $2,000,000,- 
QUO next year. A_ buyers’ market 
could send business down. 


Comparative Survey 


The editors of Domestic Engineer- 
ing, sensing this threat in general 
business, wished to know how it might 
affect plumbing and heating specific- 
ally. Were plumbing and _ heating 
supplies priced too high? Might they 
fall alarmingly? A survey was made. 
Here is what was learned. Since 
1926, the year the Bureau of Labor 
Statistics started to keep such statis- 
tics, prices have risen approximately 
as follows: 


House furnishings, 30°; cereal 
products, +0%; automobiles, 53% ; 
shoes, nearly 75%; drugs more than 
80% ; cotton goods, close to 90% 
and meats generally 100° or more. 
Plumbing and heating, by contrast, 
have gone up only 22%. 


Then, analyzing the problem an- 
other way, Domestic Engineering 
points out that wages, since 1941, 
have advanced faster than plumbing 
and heating costs. For example: To- 
day the shoemaker can get, for only 
533 hours of work, the same _heat- 
ing job that cost him 600 hours of 
work in 1941; the printer can g 
the same bath room fixtures for 2 
hours of work that cost him 300 
hours work in 1941. Similar com- 
parisons are made in other industries. 


2 


J - 
D- 


Likewise product comparisons were 
made: In terms of lumber, heating 
equipment is 36% cheaper than in 
1941; it is 6% cheaper than paper, 
7% cheaper than coal, 12% cheaper 
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than stockings, 38% cheaper than 
meat, 27% cheaper than cotton goods 
and 17% cheaper than cereals. All 
this in spite of the fact that the cost 
of raw materials and labor used in 
making plumbing and heating sup- 
plies have gone up materially. 

Domestic Engineering ran 24 pages 
in its May issue illustrating these 
tacts, and others, with liberal photo- 
graphs and drawings. Charts were 
shown in colors. Sixteen pages were 
selected for reproduction in a booklet. 
A showroom and window display, 
22 by 34 inches, in color was printed. 
This was titled, ‘““Today’s Best 
Buy Is Plumbing and Heating. Re- 
model Now.” 

Figures were produced to show 
that the index of the general price 
level stands at 145 as against 118 
for plumbing and heating. This is 
the widest spread in history. On top 
of all this, the publication prepared 
a suggested talk to be supplied to 
groups of wholesalers’ salesmen. In 
mid-June more than. 1,500 of these 
had been distributed. Excerpts from 
the talk follow: 

‘The government says that prices 
are too high. The public thinks that 
prices are too high. Every day home 
owners are talking to our customers 

the plumbing and heating contrac- 
tors—and are telling them that 
plumbing and heating prices are too 
high. 

“We all know that if the public 
thinks prices are too high, people will 
defer their purchases until prices go 


R. A. NEUBAUER is promoted to vice- 
president, Sutton Publishing Co., Inc., 
and sales manager of its publications. 


down. In other words, people do not 
buy in a falling market nor even 
when there is prospect that prices will 
fall. This means that our industry, 
and our company, and your custom- 
ers all will have to overcome new 
sales resistance today and tomorrow. 

“The main fact is that the prices 
of plumbing and heating equipment 
are low in comparison with other 
commodities ; in comparison with cost 
of production, and in comparison with 
any reasonable standard. 

“Five factors appear to be respon- 
sible for the industry’s ability to hold 
prices to a low level. ‘These are: 

“1, Absorption of cost increases by 
reduced profits. 

“2. Large scale production, the 
greatest in history, resulting from a 
ready market. 

“*3. Increased mechanization on the 
part of many manufacturers. 

“4. Better Management. 

“5. Refinements and standardiza- 
tion in products.” 

After that figures were given to 
drive home the various reasons why 
the manufacture of plumbing and 
heating supplies has increased be- 
yond the selling costs. Then: 

“Now, I would like to emphasize 
and repeat one point I mentioned 
earlier. That point is that current 
low prices are the result of large 
scale production for an active mass 
market; and that it will be difficult 
if not impossible to hold prices at the 
current levels unless demand is main- 
tained.” 

All of this material was made avail- 
able to the trade at low cost. Orders 
came in for the window display poster 
in lots of from 20 to 500. National, 
state and local associations identified 
with heating and plumbing and kin- 
dred lines used quantities of the mat- 
ter. Wholesalers took it for use in 
wholesale salesmen’s groups. Dealers 


T. OLIVER MORGAN, general man- 
ager Home Owners’ Catalogs, is made 
a vice-president, F. W. Dodge Corp. 


SALES MANAGEMENT 


Worried about soaring sales costs? Many ad- 
vertisers are. But lots of them are finding the 
clue to lower costs, more stable profits, by 
looking at markets locally—one by one—in- 
stead of in the mass. 


A top life insurance company found, for 
instance, that 81.97% of its advertising dollars 
were going into 45 states that produce only 
53.7% of its customers—while only three 
states provide 46.3%, or nearly half, of all 
the policyholders on its books. 


Bwredu of A MOVING 


AMERICAN NEWSPAPER PUBLISHERS ASSOCIATION 


Why? Simply that markets are different 
because people are different. Their only com- 
mon denominator is that every sale you make 
is a local transaction between a local cus- 
tomer and a local dealer or agent. 


That’s what makes newspaper advertising 
so useful an answer to today’s problem of 
cutting sales costs. With newspapers, you get 
precision control. You go after sales where 
and when you can get them most easily, most 
profitably. 


Today, our business analysis staff can offer 
you many important local facts to help make 
your advertising and selling more efficient. 
Why not ask for their help today? 


Ave. N.Y. 17. Caledonio 5-8575 © 360 N. Michigan Ave., Chicago |, State 8681 * 240 Montgomery St., San Francisco 4, Exbrook 8530 


prepored by the Bureau of Advertising and published by the Minneapolis Star and Tribune in the interest of more effective advertising 
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sent for quantities to use to influence 
their salesmen to greater endeavor. 

‘Today there is less waiting for 
plumbing and heating materials; less 
substitution. Over-all costs, for these 
and other reasons, are being reduced. 

Domestic Engineering carried its 
program into the June issue arid will 
continue it, probably for a consider- 
able time to come. It is now making 
the material up into “Sales Kits for 
Contractors.” House organs in a 
number of industries have picked up 
the promotion, reprinting sections of 
it. The moral of the program seems 
to be: 

Because plumbing and heating ma- 
terials have not gone up in price like 
goods in other fields they will not 
have to come down as much. So these 
items may be safely purchased today. 
William Gothard, editor of Domestic 
Engineering, says that the program 
has attracted more attention and he 
thinks has had greater selling effect 
than any campaign ever developed in 
the field. 


BUSINESS MAGAZINES 


Plans for a new business paper, 
Plant Engineering, are announced by 
Kingsley L. Rice, president of ‘Tech- 
nical Publishing Co., publishers of 
Power Plant Engineering for more 
than 50 years. According to Mr. 
Rice, Plant Engineering will be the 
first publication edited exclusively for 
persons engaged in the application 
and use of electric power and in 
plant maintenance. At the same time, 
Power Plant Engineering is changing 
its title to Power Engineering, and 
will be edited for men engaged in 
the generation of steam and electric 


A 


KINGSLEY L. RICE, president, 
Technical Publishing Co., Chicago. 


power. ‘These changes are the results 
of years of study by his own organ:- 
zation, says Mr. Rice, and of an in- 
tensive field survey recently made by 
the James O. Peck Co. The findings 
indicate a sharp division of function, 
interests and needs between the power 
generation field and that of its appli- 
cation in the plant. 
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Best LD essed “omen 
of Vers Orleans know 


HOLMES 


FASHION SALON 


Waa > 


KODLS give you that clean, KODL taste in your mouth! 


LOCAL CARD TOPS NATIONALS: The Holmes department store car card 
(above) won highest readership in The Advertising Research Foundation's survey 
of transportation advertising in New Orleans. Kool cigarettes, close second. 


TRANSPORTATION 
ADVERTISING 


‘The Advertising Research Foun- 
dation’s first survey of transportation 
advertising readership in a Southern 
city is reported in Study No. 9 of the 
Continuing Study of Transportation 
Advertising. It discloses that reader- 
ship of car card advertising in New 
Orleans ran as high as 24% of the 
adult population (15 years and 
older) for a single card during the 
survey. For the first time in nine 
studies, during which 105 car cards 
have been measured, a local adver- 
tising card obtained a higher score 
than any national card in the survey. 
Displayed by the Holmes. store, 
and featuring its Fashion Salon, this 
card was noted by 24% of New 
Orleans’ basic population—or by 
90,000 persons. The Holmes card 
took first place among women, 26% 
of whom saw it; and it was tied 
with the Kool cigarette card for 
second place honors among men with 
a readership figure of 239%. ‘The 
survey discloses that 89% of New 
Orleans’ basic population reported 
that they were riders. This gives 
New Orleans the highest ridership 
figure of any cities surveyed to date. 

- 

The Advertising Research Founda- 
tion will measure the readership of 
card card advertising in metropolitan 
Boston during the month of October. 
The next report to be issued by the 
Foundation in this series will cover a 
survey made of Buffalo, N. Y., and 


will constitute Study No. 10. 


NEWSPAPERS 


The first issue of a monthly news- 
letter, Newspaper Research Memo, 
designed to acquaint advertising and 
marketing researchers with informa- 
tion about newspaper’s national re- 
search program, has been published by 
the Bureau of Advertising, American 
Newspaper Publishers Association. 

Prepared under the direction of 
William G. Bell, the Bureau’s re- 
search director, Newspaper Research 
Memo will be based on up-to-the- 
minute statistics developed by the 
Bureau’s research program. ‘This pro- 


WILLIAM G. BELL, research di- 
rector, the Bureau of Advertising. 


gram includes: 1. Brand movements 
in the grocery field conducted by the 
store audit method and financed by 
individual newspapers, but coordi- 
nated and standardized by the Bu- 
reau. 2. County-by-county market 
and media data on each of the 3,072 
counties in the United States. 3. 
Newspaper readership studies con- 
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elling and Selling Chicago’s 
Most IMPORTANT Million 


ts SELECTED Mass 
Circulation That Does It 


GALESMINDED Men 
Rely On the Chicago Daily News 


It is limited dollars, not limited desires, that define 
the limit of response to advertising. Sales-minded 
men are well aware of this obvious truth. But some- 
times they forget. 


That is why we continually remind them of the value 
of SELECTED mass circulation — particularly here 
in Chicago. It is the SELECTED mass circulation 
of the Chicago Daily News that takes the messages of 
American industry into HOMES—the homes of Chi- 
cago’s most IMPORTANT million. In fact, more 
than a million reader-friends by a very conservative 
estimate. 


When you read, and reflect upon, the family in- 
comes at the left the meaning of SELECTED mass 
circulation becomes clear—and emphatic. The fig- 
ures represent a rich concentration of spendable 
dollars. And they say to the advertiser: “If you do 
not get into these substantial homes with what you 
have to say, you can hardly expect to get in with 
what you have to sell.” 


CHICAGO DAILY NEWS 


LOS ANGELES OFFICE: 
NEW YORK OFFICE: 9 Rockefeller Plaza 


is, 


1947 


DAILY NEWS PLAZA: 
606 South Hill Street 


71 Years Chicago's HOME Newspaper 
JOHN 8S. KNIGHT, Publisher 


100 West Madison Street, CHICAGO 
DETROIT OFFICE: 407 Free Press Building 
SAN FRANCISCO OFFICE: Hobart Building 
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ducted by the Advertising Research 
Foundation under A. N. A. and 
A. A. A. A. sponsorship but with 
newspaper industry financing. 

Mr. Bell points out that informa- 
tion gained from these projects, as 
well as other research services of the 
Bureau, are available to advertisers 
and advertising agencies. 

Initial issue of Newspaper Re- 
search Memo reveals that six grocery 
audit operations are in full swing 
with 10 others well into the sample 
testing stage. New research projects 
planned include a breakdown of cos- 
metics sales by states, and codification 
of Continuing Study of Newspaper 
Reading data on more than 3,200 na- 
tional advertisements. 


NO USE TURNING 
CUSTOMERS AWAY 


And yet you may If You 
be doing just that. |] Manufacture 
There's a 7 billion and Sell 
dollar market youj COSMETICS 
could encourage 
simply by letting these people know 
you'd welcome their business. For 
the Negro looks to his race press 
for guidance. Your advertising in 
the Negro papers can earn his con- 
fidence, good will and regular 
patronage. 

But whether your product is cos- 
metic, food, drink, wearable, or any- 
thing else, it will pay you to write 
to Interstate United Newspapers, 
Inc., 545 Fifth Ave., New York, for 
the facts on the success stories built 
out of reaching this great and grow- 
ing market through advertising. 
Write now! 


Compilation of a guide to planning 
and spending the retail advertising 
dollar, for use both by newspaper 
space salesmen and merchants, is now 
completed by the Retail Division, 
Bureau of Advertising, A. N. P. A. 
Titled “The Retail Advertising 
Budget,” the 29-page booklet carries 
the endorsement of Howard Abra- 
hams, manager, Sales Promotion 
Division National Retail Dry Goods 
Association, and is one of the Retail 
Division services to Bureau members. 

In addition to general instructions 
regarding how to arrive at a satisfac- 
tory advertising budget designed to 
produce the largest possible sales vol- 
ume, the guide contains a tabulation 
ot 115 different classifications of re- 
tail business showing the record high 
advertising percent-to-sales in each. 

° 


Promotions of three  Scripps- 
Howard business executives: Earl D. 
Baker, business manager of The 
Washington Daily News, is now busi- 
ness manager of The San Francisco 
News; Matt Meyer, former adver- 
tising director of the former news- 
paper, succeeds Mr. Baker as _busi- 
ness manager; James A. Foltz, Jr., 
becomes business manager of The 
Cleveland Press. 


TELEVISION 


New evidence of the commercial 
value of sports television is revealed 
by findings of a coincidental survey, 
recently taken by C. E. Hooper, Inc., 
especially for Columbia Broadcasting 


E. P. H. JAMES new vice-president 
of advertising, promotion and re- 
search, Mutual Broadcasting System. 


System. Made by telephoning over 
500 known set owners in New York 
City area while WCBS-TYV, the CBS 
television station, was televising a 
Brooklyn Dodgers-Chicago Cubs 
game at Ebbets Field, the survey 
found that: 1. More than six persons 
per home set watch sports television 
on WCBS-TYV; 2. Of those watch- 
ing the telecast, three out of four 
could identify the sponsor, the Ford 
Motor Co.; 3. More than half of 
the home television sets in New York 
City area are tuned in when sports 
is the evening’s television fare. 
The Hooper survey showed that 
sets tuned to WCBS-TV_ had an 
average audience of 6.26 persons, in- 
eluding 3.74 men, 1.52 women and 
1.0 children. ‘This compares to 2.5 
persons per radio set. ‘Television 
sets-in-use were 54.5%, more than 
double the Hooper June evenings 
average of 23% for radio sets-in-use. 


JON HACKETT 


Member of the 
MID-STATES GROUP 
Represented By 
THE KATZ AGENCY 


PLAY-BY-PLAY BY HACKETT-- 


Sale-By-Sale to Back M1 


® Jon Hackett's Play-by-Play, All Sports, All Year, 


Sponsored by One Sponsor! 


® Jon Hackett's Daily 6:15 p.m. Sports Program, 
Sponsored by One Sponsor — Fifth Year! 
® Jon Hackett — Voted lowa's Most Popular Sports- 


caster in 1947! 


® Jon Hackett's "Sports of All Sorts" Is Available — 
Nightly, 10:15 - 10:30! In Toto, or Spot Announce- 
See Katz. 


Can Sell For You, “Joo! 


K Hi N T A Cowles Station * Des Moines, lowa 


ment Participation. 
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SALES MANAGEMENT 


THIS IS NEW YORK 


FROM A SALES PLANNER’S VIEWPOINT 
Pe icc: in one compact package is the most 


factual, practical, sales operation tool ever 
compiled on the New York market. 904 
shopping centers and shopping streets are 
located. There are 145,715 retail outlets 
listed and 402 suburban communities spot- 
lighted. Fieldmen devoted 8,500 working 
hours, walked more than 300,000 blocks 
within the city and five suburban counties. 
Over 350 sales and advertising executives 
contributed information and advice in devel- 
oping this exhaustive sales planner's guide. 
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SALES MANAGER'S 
ASSISTANT 


A fine future open 
with long established 
maker of fastening devices. 


A real opportunity for a man who is 
(1) experienced in sales operations 
through industrial supply outlets; 
2) an able sales correspondent; 
3) free to travel out of New York 
headquarters occasionally; (4) will- 
ing to “work up" to a major execu- 
tive post. Salary open. Write fully 
about your background. Enclose 
photo. Interview in New York, ex- 
penses paid. Box 2444, Sales Man- 
agement, 386 Fourth Ave., New 
York 16, N. Y. 


EXPORT SALES MANAGER 


is seeking connection with manufacturer 
with long range export outlook. 


25 years varied export experience, forceful 
persorality, extensively travelled Latin 
America, Europe; fluent in 5 languages, 
excellent knowledge and contacts industrial 
| field abroad, good direct contact man. Now 
| itr Midwest. Will be in East for inter- 
views latter part July. Box 2460, Sales 
Management, 386 Fourth Ave., New York 


| 16, N. Y¥. 


LETTER GADGETS 


Letter gadgets keep those letters out of 
the waste basket and pay for themselves 
many times. These are attention-getters 
which triple the pulling power of letters 
or circulars when properly used. Send for 
circular and price list illustrating many 


of them, 
A. Mitchell 
Room 728, i!! W. Jackson Blvd., Chicago 4 


INDEX TO ADVERTISERS 


The Advertising Checking Bureau, 
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WANTED 


District Sales Managers by Leading 
Maker of QualityRadio-Phonographs 


In line with sales expansion program of our client, a leading manufacturer of 
quality radio-phonographs, we are seeking three or four top-grade salesmen for 
district manager's positions. Experience should include thorough knowledge of high- 
class retail stores and their promotional practices plus some acquaintance with the 
furniture and music business. Excellent income opportunity for qualified applicants. 


Write: 


MAXON Inc., 919 No. Michigan Avenue, Chicago 11, Illinois 


EXPORT 


Wanted by Large 


American Manufacturer of 


MANAGER 


Quality Radio-Phonographs 


Our client, a leading manufacturer of quality radio-phono- 
graphs, requires man with well-rounded experience in Ex- 
port Markets. Must be acquainted with selling restrictions, 


regulations, 


and present business conditions in Latin 


America, Europe and British Dominions. Excellent oppor- 
tunity for high-caliber executive. 


MAXON Inc., 919 N. Michigan Avenue, Chicago 11, Illinois 


———, 
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SATISFIED WITH YOUR 
NEW YORK SALES? 


Read no further if you are. But—if 
the New York metropolitan area isn't 
producing what you have set as a 
reasonable potential, | can tell you 
of a man with a 20-year background 
of success in two famous national 
sales organizations who now is inter- 
ested in taking on the exclusive dis- 
tribution of one line only. He would 
devote all of his time to it and sup- 
ply other salesmen. He has a record 
of success as follows: 


1. Salesman to wholesalers. 


2. Salesman to large and small 
retailers. 


. Chain store account executive. 
. Administrative head. 

Sales trainer. 

. Sales supervisor. 

. Market research expert. 


Ono p Ww 


. Sales promotion. 


I'll be glad to put you in touch with 
him if you are interested. 


Philip Salisbury 

General Manager 

SALES MANAGEMENT, INC. 
386 Fourth Avenue 


New York 16, N. Y. 


SALES EXECUTIVE AVAILABLE 


Top flight fuel oil heating appliance 
manufacturing executive with years of ex- 
perience in appliance field and heavy 
steel. Excellent contacts in materials and 
sales, available for connection with ag- 
gressive firm wishing to develop or ex- 
pand their sales on the Pacific Coast. 
This may be that big opportunity for 
both of us . . . let's get together! Ad- 
dress Advertiser, Box 2457, Sales Manage- 
—_ 386 Fourth Ave., New York 16, 


ATTRACTIVE SALARIED POSITIONS 
$3,000 to $30,000.00 


Negotiated expertly for qualified executives by 
national placement counsel. Your identity pro- 
tected while promotional campaign is_ in 
rogress. Our copyrighted booklet “CONFI- 
ENTIAL” is available to a select group of 
executives without obligation. 
VOCATIONAL INTERMEDIATES 
P.O. Bor 325, Tucson. Arizono 
“Hits the TARGET" 


AVAILABLE 
(30 days notice) 


SALES MANAGER'S ASSISTANT 


or 
District Manager 
17 years experience in selling and mar- 
keting to wholesalers and industrial users 


highly competitive products. 

road sales experience. Ability to effec- 
tively direct field and internal sales 
Organization. Able correspondent, can 
Pian and execute catalog development. 
Assist in development of advertising and 
sales promotional material. Sales Train- 


ing. Good administrator. Willing to 
trave 

Age 37, married, good references, can 
on 


$ 2 responsibility. 
Box 2456, Sales Management, 386 Fourth 


Ave., New York 16, N. Y. 
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Vocational Intermediates ........- 139 
2 0 ih. ree re 130 
Wallace’s Farmer and lowa Home- 

RM a os ais ich ineny, Brel hg lank e- wiaD 100 
WINS. (ComMNGS) occ scccccnwaee 111 
Soot ae errr re 58-59 
WHO (Des Moines) ............ 11 


Wisconsin Agriculturist and Farmer 117 


WJR (Detroit) ........-ssceeeeee 29 
WMC (Memphis) .........--.-.- 63 
WOW (Omaha) .....--ccccccece 67 
WEAN (MertR) oss cccccs cde 24 
Young & Rubicam, Inc. .........-- 21 


YOU NEED 
A RESEARCH, MARKET SALES 
AND ADVERTISING ANALYST 


Your net income can be in- 
creased by correct market 
and sales analysis. Popula- 
tion, occupations, incomes 
have materially increased 
and outmoded sales terri- 
tories and potentials. 


To a major sales organiza- 
tion, with a big problem of 
consolidating gains and 
moving ahead in the face of 
intense competition, I offer 
twenty years of eminently 
successful experience and a 
knowledge of markets from 
Coast to Coast. Also, famili- 
arity with sales problems in 
a score of consumer and in- 
dustrial lines. Have pre- 
pared all manner of sales 
and promotion displays and 
manuals, Write for my de- 
tailed record, addressing 
Box 2458, Sales Manage- 
ment, 386 4th Ave., New 
York 16, N, Y. 


PAINT 
SALES MANAGER 


Small Memphis mfr., excellent 
name & reputation requires young 
man, outstanding ability, to take over 
and develop dealer sales. Must know 
merchandising, sales promotion, ad- 
vertising. Must be his own first sales- 
man. This calls for high talent with 
very high potential ability. Write 


Box 2455, Sales Management, 
386 Fourth Ave., New York 16, N. Y. 


WANTED 
Sales Manager 


Large confectionery manufacturer in 
Boston wants a Sales Manager to 
head up National Sales Organization. 
Experience in confectionery business 
and in a sales executive capacity 
essential. Age 35-45. Starting salary 
good. Opportunity execllent. Write 
giving full details of experience. Our 
employees know about this ad. 
Write: Box No. 2459 Sales Manage- 
ment, 386 Fourth Avenue, New York 
16, N. Y. 
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COMMENT 


WHAT ARE YOU DOING ABOUT THIS? 


Labor peace is what this country needs . . . better 
mutual understanding and confidence between manage- 
ment and men better teamwork that increases 
eficiency and lowers costs without cutting wage rates. 
‘That's one important thing that arms good salesmen in 
a competitive market. You sales chiefs want that. 


Various ideas for securing it have appeared in the 
pages of this magazine in recent months by the 
chairman of Gillette Safety Razor Co., the presidents of 
Scripto, Inc., of Lincoln Electric Co., and others. 


But to secure it, somebody has to do a good selling job. 
What are you doing about it in your company? 


In a few unfortunate cases benighted managements 
have to be sold the need for sincere human interest in 
the company’s greatest asset, its people an interest 
based on the principle that a man who feels he is “ton the 
team’ wants to do his best. 


ln any company not yet wide awake to the need, policies 
and methods should be adopted which give men recog- 
nition, opportunity to advance, at least a little voice in 
management—so they can better understand the company 
and the parts they play in it 
fullest effort. 


and incentive pay tor 


Workers of all grades should be given the feeling that 
they have a stake in their employer’s business. That's 
what creates interest, confidence and that wholly desir- 
able thing: efficiency. Management-employe teamwork 
results. Men then are at least as loyal to company as they 
are to labor leadership. Enmity disappears. 


Whatever plan is adopted, it must be sold. It must be 
sold to Employe Joe, to Mrs. Joe at home, to the plant 
community, even to the public generally. When people 
are sold on the plan, they are sold on the company 
and the company’s products. 


Who can do that best? Sales executives; salesmen. 


We urge sales executives to offer their ideas and their 
services to top management, to public relations, to labor 
relations in an immediate and continuing sales campaign 
tor TEAMWORK. 


NEW DEAL IN N.F.S.E. 


We applaud the directors ot the National Federation 
ot Sales Executives for their decision to move Federation 
headquarters from St. Louis to New York. This is good, 
because the Federation should have much closer working 
relations with various marketing, management and adver- 
tising associations whose offices also are in the big city. 


We agree with the directors that Federation head- 
quarters should have more staff and a permanent paid 
president who can travel, render intensive service to clubs 
and be a ‘front man” for the Federation with an authori- 
tative voice addressed to the nation. We think Robert A. 
Whitney, as executive director until the 1948 convention, 
will prove his ability to achieve results and that the 
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membership will then vote to create the office of perma- 
nent paid president, for which Mr. Whitney is slated 
Give him undivided support. ‘The Federation’s stature 
is increasing. 


GROWTH TREND OF ADVERTISING 


‘The net growth curve for advertising (after eliminat- 
ing business fluctuations and changes in per capita in- 
come) grew steadily from 1914 to 1928. Then the trend 
was reversed and has declined in every year from 1928 
through 1947. ‘The source for this information is the 
Philadelphia firm of Alderson & Sessions, which has 
been making a detailed study of advertising. 


‘They point out that two alternative answers may be 
considered as causes for this movement, either one of 
which opens up challenging possibilities as to the future 
of advertising. 


Has advertising been growing more efficient since 
1928? ‘The range of resources, such as media and tech- 
nical skills, is certainly greater. Methods of measuring 
the results of advertising have been improved and should 
be helpful in avoiding waste. 


There is an alternative explanation. Has business since 
1928 been as effective or imaginative as it should be in 
developing new applications for advertising ? 


Certainly the need for creative market building 1s 
greater than ever. The more advanced the products ot 
industry become, the more difficult the job of teaching 
consumers to appreciate their advantages and acquire 
new habits necessary for their use. Advertising is instru- 
mental in the educational process which must put tech- 
nological discoveries to work. ‘Then why have advertising 
expenditures failed to expand in proportion to the need 
for economic expansion ? 


Some economists believe that there is a fifty-four yea: 
rhythm in the introduction of new developments and 
that the net growth curve for advertising resembles this 
long cycle. On this theory advertising has had less to do 
since 1928 because of a slackening in business initiative 
and enterprise. We are not buying this theory. 


It seems more probable that the many new inventions 
developed during war years will call for more advertis- 
ing. Just as new products developed after the first world 
war resulted in a steady growth in the net curve of adver- 
tising during the Twenties, so new products developed 
during this war should speed up the growth of advertising 
during the 1945—1955 period. Not only the introduction 
of new products but their gradual adoption and use by 
families at various income levels requires advertising and 
promotion, and these stages are particularly important 
in the case of consumer durable goods. 


In the second stage, prospective purchasers are i- 
fluenced by the opinions of present owners. Advertising 
must do a better job of making enthusiastic advocates ot 
these owners so that they will help to sell others as well 
as buying again themselves. Advertising thus used could 
contribute to steady economic expansion. 


SALES MANAGEMENT 
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COMPANY 


ADOPTS MOST MODERN 
DISTRIBUTION METHOD WITH 


AMERICAN AIRLINES SHirfreight 


FADER in the field of quality dress patterns 
for more than 85 years, and today serv- 
ing the women of America through more 
than 1,300 retail stores, The Butterick Com- 
pany has adopted the regular use of Amer- 
ican Airlines Airfreight as a basic shipping 
procedure. Merchandise flows more swiftly 
and smoothly from the great Butterick plant 
in New York. New, popular designs are 
delivered when wanted. Stocks are always 
maintained at desirable levels for better 
service to retail stores. 


Many other alert, modern-minded shippers 
are turning to Airfreight for time-saving, de- 
pendable stock deliveries. Better to handle 
this increased demand, American now pro- 
vides 4-engine airfreighters, designed exclu- 
sively for cargo service, between major cities 
on its routes. Whether you ship by pounds 
or planeloads, there is an American Airlines 
service to fit your needs. For details call your 
nearest American Airlines office or write to 
American Airlines, Inc., Cargo Division, 100 
East 42nd Street, New York 17, N. Y. 


@ You see him on every beach . . . the barrel-chested 
sun bather with the big biceps and the deep tan. But 
watch him flounder when he hits the water! 


Some advertising campaigns are like that, too. The 

ads may attract attention all right. But when it comes 
to clinching sales, the campaign flounders. It has no 
follow through . . . none of the sound promotional 
support a campaign needs to sell the product or service. 


Here at Ross Roy, Inc. campaigns never stop until the 
sale is made! Arresting ads, billboards, radio programs— 
all are given necessary follow-through support. 


For more than 20 years we’ve operated on the time- 
proved premise that advertising alone is not enough. 
Which is the reason why you, as a Ross Roy client, 
benefit from ALL SIX of these follow-through services: 

1, ADVERTISING—campaigns combining high visibility and readership 
with a sound sales idea and strong sales appeal. 


2. MERCHANDISING—consumer and point-of-sale programs also 
created by top copy and art talent. 


3. PUBLICITY—programs which assure 
increased linage in a wide range of media. 


4. SALES TRAINING—films, presentations, 
bulletins and other co-ordinated training material. 


5. SERVICE TRAINING—product maintenance 
programs to assure customer satisfaction. 


6. RESEARCH—comprehensive market, product, 
distributor, dealer and consumer surveys conducted and analyzed. 


If you want to be sure of complete campaigns that promote sales, 
drop us a line. We’ll be glad to show how Ross Roy, Inc. can 
follow through for you. Remember . . . It Isn't a Campaign If It Doesn’t Follow Through! 


Ross Roy, Inc., 2751 East Jefferson Ave., Detroit 7, Mich. 


